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Will your public relations films 


actually be seen 


by the publics you want? 


ON TELEVISION? 
IN THEATRES? 
BY SCHOOLS AND 


COMMUNITY GROUPS? 


Be sure you are familiar with the best professional film 
distribution services available. 


Get our booklet ‘“‘The Opportunity for Sponsored Films.”’ 
See our movie ‘People into Audiences.’’ Phone or write on 
your business letterhead to any of the sales offices listed bel 


ow. 


SALES OFFICES 


NEW YORK DETROIT CHICAGO 
3 East 54th Street 19818 Mack Avenue Prudential Plaza 
Plaza 8-2900 Tuxedo 4-6222 Delaware 7-3252 


LOS ANGELES SAN FRANCISCO WASHINGTON 
1717 N. Highland Ave 444 Market Street Seventeen Ten H St., N.W. 
Hollywood 2-2201 YUkon 2-9414 Sterling 3-3377 


FILM DISTRIBUTION OFFICES 


ANCHORAGE. ALASKA CHARLOTTE 6. N.C DENVER 3, COLO INDIANAPOLIS 4, IND MINNEAPOLIS 3, 

ieee eae eee 19. DETROIT 1, MICH KANSAS CITY 11, MO. NEW ORLEANS 12, L. A. pith ga 

BOSTON 16. MASS CINCINNATI 2 HARRISBURG, PA LOS ANGELES 57, CALIF. NEW YORK 23, N. Y. SEATTLE 3, WASH. 
TORONTO 7, ONTARIO 

, PA. WASHINGTON 6, D. C. 


BUFFALO 2, N. Y LEVELAND 15, 0 HONOLULU 14, HAWAIL MEMPHIS 4, TENN OMAHA 2, NEBR. 
CEDAR RAPIDS, IA DALLA Tt HOUSTON 4, TEX MILWAUKEE 2, WISC PHILADELPHIA 7 


MODERN 


PITTSBURGH 
210 Grant Street 
Grant 1-9118 


TORONTO 
140 Merton Street 
Hudson 5-4419 


MINN. PITTSBURGH 19, PA. 


TALKING PICTURE SERVICE 





In Motion Picture 
PRODUCTION 


Wilding 


Means 


uality 


...1N two very tmportant ways: 


(> Through control 


In any recipe for successful film-making, control — complete 
control through all phases of production — is a vital ingredient. 
We’re strong on control. From research and writing through 
photography, film processing, editing, sound recording, 

printing and inspection, Wilding means quality! 


[> Through size 


We’re a large and varied organization, geographically, in 
equipment and facilities, and in people. Our 150,000 square feet 
include four Chicago sound stages (largest studios between the 
coasts) and two sound stages in Detroit. In New York and 

= Hollywood we also offer only the finest. In every audio-visual 
product, Wilding means quality! 
Our Services Include— 


MOTION PICTURES 
TELEVISION COMMERCIALS 
SLIDEFILMS 

GLASS SLIDES 

FILM STRIPS 
TRANSPARENCIES 
TRAINING PROGRAMS 
SALES MEETINGS 
CONVENTIONS 
PRESENTATIONS 


PACKAGE SHOWS 
WIDE SCREEN VISUALS % 
GRAPHIC MATERIALS 


CHARTS AND POSTERS 
CHICAGO: BRoadway 5-1200 NEW YORK: PLaza 9.0854 HOLLYWOOD: HO 9.5338 
CONSULTATION 


CLEVELAND: TOwer 1-6440 CINCINNATI: GArfield 1-0477 SAN FRANCISCO: DOuglas 2-7789 
RECORDINGS 


CARTOON ANIMATION 
VISUAL EQUIPMENT 


DETROIT: TUxedo 2-3740 WeEbster 3.2427 
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Develop Better Supervisors and 


Managers With 


Modern 


anagement 


Films 


Make your supervisors better leaders with Modern 
Management Films, produced in full color and sound 


by The Bureau of National Affairs. 


These 16-mm films present typical supervisory situa- 
tions and suggest solutions to supervisory problems in 
an interesting and stimulating way. They are designed 


to precede and encourage group discussions. 


Each film is about 10 minutes long, and is supple- 
mented by a discussion leader’s guide. A 95-member 
advisory panel of leading industrial executives suggests 
subjects and reviews scripts to make sure they are 


realistic and sound in principle. 


More than 1,000 firms have successfully used 
the first Modern Management film, ‘‘LISTEN, 
PLEASE.” We now offer the following films: 


LISTEN, PLEASE...a series of situations in a supervisor's 
typical day which emphasize the importance of listening 


and communi ating. 


THE CASE OF THE MISSING MAGNETS.. 


. Showing how a 


supervisor can motivate employees for better teamwork 


and production. 


INSTRUCTIONS OR OBSTRUCTIONS... Dr. Paul Pigors of 


M.I.T. demonstrates the primary task of supervision: 


giving orders and instructions to others. 


THE CHALLENGE OF LEADERSHIP... a dramatic demonstration 
of leadership. Designed to stimulate supervisory thinking 


about leadership skills. 


Available for purchase or rental. 


Use coupon below for preview in your own office. 


BNA 


WASHINGTON 
_—_— 


Mail to: Bureau of National Affairs, Inc. 
1231 24th Street, N.W., Washington 7, D.C. 


We would like to receive the prints indicated for executive 
preview at your earliest convenience. We understand that 
the service charge for previews is $10.00 for a single film; 
$15.00 for any two films; $17.50 for any three films; and $20.00 
for all four films, when ordered and shipped together. We 
also understand that preview service charges may be applied 
against either rental or purchase price of the films. We will 
undertake to return the preview print(s) within 48 hours of 
receipt at our office. 


Name 
Company 
Address 


City Zone 


(C) Check for $ enclosed [] Send Bill 


Modern Management Films 


The Bureau of National Affairs, Inc. 


1231 24th Street, N.W., Washington 7, D.C. 


0D Listen, Please 

0 The Case of 
the Missing 
Magnets 

© Instructions or 
Obstructions 

0 The Chptionse 
of Leadership 


State — 
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A Brief Preview of Some of 1962’s Film Award Competitions 


_ AHEAD in film award 
programs in 1962? This 
single query accounts for a lot of 
mail and calls to our editorial bu- 
reaus, so let’s preview the main 
events for the year ahead. They'll 
all be covered in detail in your 
12th Annual Production Review 
issue of BUSINESS SCREEN (in 
mid-February) but these pointers 
will help: 

Overseas festivals are coordin- 
ated by the Committee on Inter- 
national Non-Theatrical Events, 
1201 16th St., N. W., Washington 
6, D. C. and film producers and 
sponsors who wish to enter films 
suitable for Edinburgh, Venice, 
etc. have until December 31st to 
submit application forms for pic- 
tures completed in 1961. Write 
Harold Wigren, administrative co- 
ordinator for CINE, for applica- 
tion forms. 

4th American Film Festival 

The domestic awards program 
opens with the 4th American Film 
Festival at the Hotel Biltmore, 
New York City, on April 25-28. 
Both motion pictures and film- 
strips in a wide variety of cate- 
gories (34) are invited. File en- 
tries by midnight, January 20, 
1962. Obtain application forms 
from the Educational Film Library 
Association, 250 W. 57th St., 
New York 19. 

Also prominent in film citation, 


-are the annual Freedoms Awards 


at Valley Forge, Pa. on Washing- 
ton’s Birthday (entries closed) 
and the subsequent “Day of Visual 
Presentation” awards program 
sponsored in Manhattan by the 
National Visual Presentation As- 
sociation, later in the spring. Co- 
lumbus’ Film Festival has been 
moved up to early autumn, so 
there’s time to await your RE- 
VIEW copy for entry details on 
that one! 

Television Commercial Awards 

Television commercials have 
their awards days at opposite ends 
of the country. Entries closed on 
December | for the International 
Broadcasting Awards sponsored 
by the Hollywood Advertising 
Club on the West Coast but there’s 
time to enter the American TV 
Commercials Awards program in 
New York this spring. Write Wally 
Ross, who ably directs this affair, 
at 40 E. 49th St., New York 17, 
for entry details. 

One of the greatest of all awards 
programs, specializing in a field of 


vital importance, is the National 
Safety Film Contest, conducted 
by the National Committee on 
Films for Safety. Write Secretary 
Bill Englander of the Committee 
c/o the National Safety Council, 
Chicago 11, Illinois for entry de- 
tails. 

And for Canadian film makers 
only, there’s the 14th annual Ca- 
nadian Film Awards contest which 
includes theatrical, non-theatrical, 
television and amateur films. En- 
try deadline for professional pro- 
duct is January 15. 

There are others and this re- 
port will be supplemented in our 
Issue 8 (next up) and reviewed in 
detail in that big 12th Annual Pro- 
duction Review issue which begins 
our 23rd volume in mid-February, 
62! It’ 

* * ok 
New Film, Television Studios 
Point Up New York’s Growth 
vy MPO Videotronics, Inc., has 
announced plans to construct a 
new integrated production center 
with studios and offices to house 
all the firm’s New York activities, 
on East 44th Street. 

Producing Artists, Inc., a TV 
commercial production firm will 
put up a new studio, now budgeted 
at a half million dollars, on West 
59th street. 

Two blocks south, on 57th Street, 
between Tenth and Eleventh Ave- 
nues, CBS has announced plans to 
erect a $14,500,000 television 
center. th 

HE oe Ke 
Air Force Personnel Attend 
Seminar on Communications 

Photography’s potential as a 
teaching tool was demonstrated to 
Air Force personnel attending a 
special seminar on visual com- 
munications at the Rochester head- 
quarters of the Eastman Kodak 
Company. 

Seventeen representatives from 
major commands attended the 
four-day seminar, held Oct. 17-20, 
planned by Kodak at the request 
of the Air Force. The representa- 
tives will apply their new knowl- 
edge of visual communication 
techniques to briefing, training, 
and reporting operations. 

Thomas W. Hope, assistant ad- 
viser on non-theatrical films and 
Adrian TerLouw, of the sales- 
service division, arranged the pro- 
gram. Included were visits to the 
color technology department and 
other pertinent areas of the com- 
pany’s facilities . 4 
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INGREASING | 


YOUR SALES 


INCREASING 
YOUR PROFITS 
Reo 


through complete and integrated 


SALES AND PRODUCT 
TRAINING PROGRAMS 


Fred A. Niles Communications Centers, Inc 
1058 W. Washington Boulevard « Chicago 7 
Of New York: 108 West End 


Of Holiywood: 650 N. Bronson 
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quiries to 


A CALL-BACK 
CALLS FOR A 
KEENER 

SALES DRIVE 


Slidefilm Shows How 





Too many salesmen consider a call- 
back a continuation of a previous 
sales presentation. They assume 
that the prospect recalls what was 
said at an earlier meeting. 


Here is a color sound filmstrip 
that proves prospects seldom re- 
member . . . and why; and that a 
harder-hitting presentation is 
needed, one more thoroughly de- 
tailed, to win the order. It's 


“DEVELOPING THE RIGHT 
ATTITUDE ON A CALL-BACK” 


. one in a series of six filmstrips 
that furnish you with material for 
18 inspiring training meetings: — 


“SELLING IS 
MENTAL" 


Write today 
for details 
concerning 


a preview 


lh 


653 


Selling Bureau 
A DIV N OF ROCKET PICTURE \ 


Iii 


6108-B Santa Monica Boulevard 
Los Angeles 38, California 
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wondering which way to turn? 


Film producers from coast to coast turn 


° " Ty . Yin = 
developing to BYRON Motion Pictures for com 


plete studio and laboratory services, all 














under one roof. Why do they turn to 





Byron? Byron guarantees “better qual- 
ity ... at lower cost... in less time” 
on all producer services. This includes 
Byron’s famed WESTREX sound facili- 
ties. THERE IS NO BETTER SOUND. 











WRITE, PHONE or WIRE 


for information and quotations 
on any and all producer services. 


byron motion pictures 


1226 Wisconsin Ave., N.W. Washington 7, D.C., FEderal 3-4000 
Affiliated with MECCA FILM LABORATORIES CORP., 630 Ninth Avenue, New York 36, N.Y. 
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RENTAL 


EQUIPMENT 
IS 


RELIABLE! 


CAMERAS: 

Mitchell — BNC, NC, Hi- 
Speed, 16mm. 

Arriflex — 35mm & 16mm 
with blimps. 

Auricons, etc. 


LIGHTS: 


Arcs, Inkies, Spots, Cones 
Generators, cables & grip 
equipt. Accessories. 


ACCESSORIES: 


Zoom Lenses, Crab Dollies, 
Mike Booms, Motors, etc 


EDITING: 


Moviolas, Hot Splicers, 
Synchronizers, Sound 
Readers, etc 


Everything for Film Production 


Name — 


CAMERAS 
LIGHTS 
ACCESSORIES 


ANNOUNCING 


THE OPENING 
OF F & B's 
NEWLY EXPANDED 


RENTAL 
& SERVICE 
DEPTS. 


IN OUR NEW 
BUILDING AT 


304 
WEST 54TH ST. 


Jobn Babb Vice President 
Dom Notto Chief Engineer 
Hy Roth Rental Dept. 
George Berrios . Camera Dept. 
Herman Paikoff. Camera Dept. 
John Murray Lighting & 

Grip Dept. 
Bill Egri Machine Shop 
Bob Montalvo . Moviola Dept. 
Bernie Zuch Audio Dept. 


. . « FOR BETTER SERVICE 


CALL 
MU 2-2928 


FLORMAN 


& BABB, INC. 


68 West 45th Street, 


New York 36, N.Y 


Gentlemen: Please send me your 


complete Catalog of Rental Equipment. 





Firm 





Address ___ 





SIGHT AND SOUND 


Attorney Sydney Mayers Will 


| Head Movielab Legal Division 


Sydney A. Mayers, a_ well- 
known attorney in the film indus- 
try for many years, has joined the 
legal department of Movielab Film 
Laboratories, Inc. Mayers will 
head a newly-created legal divi- 
sion, handling the firm’s corporate 
and stock exchange activities, as 
well as transactions with produc- 
ers and distributors. 

In announcing the new appoint- 
ment, Saul Jeffee, president of 
Movielab, said: 

“With the continued growth of 
Movielab, and particularly since 
the listing of its shares on the Am- 
erican Stock Exchange, many new 
and complicated legal operations 
have developed. To relieve Dan 
Eisenberg, our secretary-treasurer, 
from some of his legal burdens, 
and to free him for increased ex- 
ecutive duties, we are happy to 
have with us in Sydney Mayers 
one who is not only experienced 
as corporate and financial counsel, 
but also is unusually well- 
grounded in all phases of the mo- 
tion picture field.” yy 

* * * 
Aufhauser to Direct Division 
as Elgeet Acquires Vicom, Ine. 


Vicom, Inc., Rochester, N. Y., 
has been acquired by Elgeet Opti- 
cal Company, also of Rochester, 
and will be operated as a wholly 
owned subsidiary of Elgeet. 

Viscom has been a specialist or- 
ganization in the audio-visual com- 
munication field. Fred E. Aufhau- 
ser, general manager, will continue 


Fred Aufhauser joins Elgeet 


as the operating head of the Vi- 
com Division of Elgeet, and will 
assist David Goldstein, president 
of Elgeet, in developing a full line 
of audio-visual equipment and re- 
lated products. 

Mr. Aufhauser has been active 


Above: this forest of poles and forms 
will become the new customer en- 
trance and lounge of General Film 
Laboratories’ new two-story addition 
to the company’s main laboratory 
building in Hollywood. The new 
building, expected to be completed 
in January, will also provide addi- 
tional editing rooms for General 
Lab’s clients on the coast 


in past years in developing and 
marketing theatrical projection 
lenses; fixed and variable focus 
anamorphic lenses for wide-screen 
projection; overhead and opaque 
projectors; and was first to intro- 
duce an 8mm sound rear projec- 
tor, the Vicaudio. i 
* ok * 

Air Force Contract to B & H 

for 500 O/M Sound Projectors 

The U.S. Air Force has award- 
ed Bell & Howell a $671,700 con- 
tract for research, development 
and production of 500 specially 
designed magnetic-optical sound 
projectors. 

This new equipment will play 
both magnetic and optical sound 
tracks and will also be capable of 
recording magnetic tracks on 
sound-striped film. These are said 
to be the first standard military 
projectors to have magnetic re- 
cording capability and will be de- 
signed to meet MIL. P.49-C Joint 
Army-Navy specifications. Con- 
tract calls for delivery of the units 
starting in 1962. Ty 





PROFESSIONAL 


TITLE Typographers 


and 


Hot-press Craftsmen 


SINCE 1938 


Write for FREE type chart 


eS) KNIGHT TITLE SERVICE 


145 West 45th St., New York, N.Y. 
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IT’S THE PICTURE THAT COUNTS... 


“é 


A child reaches out and the helping hands of The Greater 
New York Fund answer .. .” a poignant moment narrated 
by Eddie Albert, as we witness a desertion scene filmed 
by MPO with startling realism. 


This fund-raising motion picture for The Greater New 
York Fund aptly demonstrates the research effort, in- 
finite care and integrated skills that are combined at 
MPO. Script, casting, direction, photography, editing — 


all the facets of film-making—are of the highest artistic 
and professional standards. 


For quality motion picture production, more and more 
quality accounts have found that it costs no more to 
trust their film projects to a creative producer ... MPO. 
To learn more about MPO’s creative staff and studio 
facilities, or to arrange a screening of recent MPO pro- 
ductions, call Judd Pollock at TR 3-7000 in New York. 


NPO 


MPO Productions, Inc., a subsidiary of MPO Videotronies /1s East 58rd Street, New York 22, N. ¥./also in Detroit, Chicago, Hollywood 
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THESE ARE SOME OF THE COMPANIES WHO HAVE SEEN FOR THEMSELVES 
HOW EFFECTIVELY THEIR VISUALSCOPE PRODUCTION WORKED FOR 
THEM. IF YOU WOULD LIKE TO SEE HOW A VISUALSCOPE PRODUCTION CAN 
WORK FOR YOUR COMPANY, CALL.... . MURRAY HILL 3-3513 


ISUALSCOPE INCORPORATED. 103 PARK AVENUE NEW YORK 


MOTION PICTURES ...WIDE SCREEN FILMS ... FILMOGRAPHS ... VU-GRAPHS ... PICTURE-RHYTHM 
SLIDE-MOTION ... SPECTACULARS ... SLIDEFILMS... SLIDES AND FLIPCHARTS. 


“Out of the North” Prints 
Available to Sports Groups 


| s& Out of the North, one of the 


finest outdoor sports films of all 


| time, has been re-released by its 


sponsor, American Motors Corp- 
oration, after a hiatus of several 
years. It is again available, with 
100 prints in circulation, through 
Modern Talking Picture Service. 

The film, produced by MPO 
Productions and photographed by 
Larry Madison, was made about 
eight years ago. BUSINESS SCREEN 
said about it at the time: “Out of 
the North should be winning 
friends for Nash for dozens of 
years to come. It is timeless, and 
as beautifully portrayed as a flock 
of Blue Geese on the wing.” 

The picture was unusual in that 
it was completely non-commercial, 
but with a hard-selling, but amus- 
ing commercial tacked on the end. 
People liked the commercial then, 
and seem to like the new version, 
too. More than 10% of all au- 
dience comment cards _ received 
by Modern mentioned the com- 
mercial and overwhelmingly in a 
favorable light. 

Typical comments included 
these: “this is advertising at its 
best” — “Even the commercial 
was a real pleasure” — “the hu- 
morous ad at the end was enjoy- 
ed by all” — “commercial was 
witty” — “Nash commercial very 
cleverly done.” Id’ 

* * a 


Bray Studios in Production 
on “Printed Circuit Story” 
‘*: One of the significant technical 
developments in electronics has 
been the use of printed circuits in 
electronic components. A new 
color film is now in production 
called The Printed Circuit Story. 
It is being produced by Bray 
Studios, Inc., in collaboration with 
The Institute of Printed Circuits. 
The producer terms the film “un- 
questionably the most competent 
and authoritive instructional ma- 
terial on the subject.” Te 
a * * 

DuKane Uses the Medium to 
Show Slidefilm Advantages 

A new sound slidefilm The 
Brief Case of Modern Business 
packs into five minutes a wealth 
o* information on the advantages 
of the audio-visual approach to 
effective selling. The DuKane 
Corporation, will make the pro- 
gram available upon request. Write 
them at 100 North 11th street, St. 
Charles, Illinois. ba 


FOR THE LATEST AND BEST IN 
FILMS: READ BUSINESS SCREEN 


BUSINESS SCREEN MAGAZINE 
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FOR TIRED FILM PRODUCERS... 


At first sign of processing ills 
use General's 
Special Processing Formula 
in liberal quantities . . . 
— Eases tensions 
due to dailies 
_ Develops a remarkable 
sense of security 
— Guarantees a 
full night's sleep 
Recommended by 
satisfied film companies 
throughout the world. 
INGREDIENTS: Equal portions of 
high-quality service, 


skill and experience. 


CAUTION: HABIT FORMING, 


te S 


GENERAL 


FILM LABORATORIES 
A DIVISION OF PACIFIC INDUSTRIES 


| 


i 1546 Argyle, Hollywood 28, Calif. / HOllywood 2-6171 / central division / 106 West 14th Street, Kansas City 5, Mo. / GR 1-0044 
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IT TAKES TWO 
TO GIVE IMPACT 10 
BUSINESS FILMS! 


It takes 

your knowledge 

of your business; 

our knowledge 

of motion pictures. 
Together we can produce 

a film that will tell 

your business story 
WZ 


—- 


with clarity, 
imagination — 
and impact. 


industrial Film 
Division 


Columbia 
Pictures 


CORPORATION, 
Hollywood 28, 
California 


Clamer: 


THE EDITORIAI 


Rive 


VIEWPOINT 


aaa GOLDEN RULE is our holiday front 

cover “message” and it has meaning for 
those who sponsor and for those who produce 
today’s factual films. These films are reaching 
ever-widening audiences, their individual print 
requirements run into hundreds and thousands 
to satisfy an insatiable demand for facts, clear- 
ly and vividly presented, in a much smaller but 
infinitely more complex world. 

But the picture which fails to “give unto 
others” in its audience the full measure of truly 
useful information will fall short of its poten- 
tial. And the producer, fortified as never be- 
fore with technical advances in both equipment 
and processes, must give new emphasis to 
fresh, original concepts and new character to 
that much abused word, creativity. 

35mm, 16mm, 8mm are dimensions of pro- 
jection. Each represents a vast proportion of 
the actual or the prospective audience. But 
what goes before the camera and not the 
dimensions of the film within it is the ever- 
lasting principle which must guide both pro- 
ducer and sponsor. 

* oe * 
Murrow Asks for a “Cavalcade of America;” 
Pays a Tribute to Pan-Am, Greyhound Films 

Speaking to representatives of the film in- 
dustry in Hollywood on November Sth, the 
Director of the United States Information 
Agency, Ed Murrow, asked for the kind of pic- 
ture some far-sighted sponsor could well af- 
ford to provide to the world beyond our bor- 
ders: 

“A type of cavalcade of America would 
help immeasurably abroad,” he said. “An in- 
tense curiosity around the world raises more 
questions about this country than we can ever 
answer. We answer them in words. You can 
answer them in pictures. What I have in mind 


Receiving a Columbus Festival award for the film 
Hidden City” from H. Williams Hanmer, presi- 
Jent of Wilding, Inc., the producer (I) is Hal 
Golden, director f public relations for the 

New York Fund. Presentation ceremony 
held in Manhattan last month 


is an epic on America, a travelogue to end all 
travelogues, the trip that any reasonably in- 
telligent man would take, showing what we are 
like, how we live, and what we do.” And he 
added this tribute: 

“Parenthetically, | might add that commer- 
cial films made by Pan American and Grey- 
hound some years back are still important 
weapons in any film arsenal that translates 
America abroad.” 

* * * 


“The Coming of Christ,’ Told in Paintings, 
Is This Season’s Most Sought-After Picture 


United States Steel, which last year spon- 
sored The Coming of Christ as an NBC “Pro- 
ject 20” telecast, has placed some 550 16mm 
sound and color prints of this beautiful and 
inspiring subject into nationwide distribution. 
Great masterpieces of art that commemorate 
Christ’s birth and life on earth are captured 
on film. First shown as a special Christmas 
television offering on December 21, 1960, the 
critical and public acclaim resulting from this 
presentation brought a flood of requests for 
the film from churches, civic, educational and 
social organizations. 

Needless to say, The Coming of Christ is 
solidly booked for the rest of 1961 but we urge 
you to seek the loan of a print in the early 
months of °62 when seasonal demand has sub- 
sided. It will be shown again on NBC-TV in 
color in mid-December so watch for time and 
date to preview this truly great film! 

BS OK * 


A Salute to Kansas City’s Ad and Sales 


Executives for Memorable “Ideas” Program 


We participated on October 26 in that day- 
long and most inspiring “Ideas Today” pro- 
gram of the Kansas City Advertising & Sales 
Executive Club, addressing some 350 en- 
thusiastic participants on “Today’s Automated 
Communications—a Renewed Challenge to 
Creativity.” Our heartfelt thanks to program 
chairman M. H. Straight (Director of Adver- 
tising of the Spencer Chemical Co.) for this 
opportunity to speak for films among such 
media experts as Doug Smith, advertising 
manager of Johnson Wax; Margaret Carson, 
copy supervisor of Foote, Cone & Belding; 
Gil Weil, general counsel of the ANA; and 
Chet Burger, president of the CCI division 
of Communication Affiliates. 

Planned and presented with skill and vision, 
“Ideas Today” carried us through ensuing days 
of sadness. For we went from Kansas City to 
St. Petersburg, Fla., for the services of my late 
father, a Telephone Pioneer, who rests beneath 
the warm sun in that state to which he had 
retired and in which he passed away on Oc- 
tober 27. —OHC 

* * * 
Domed Theatre to House “Spacearium” Film 
Exhibit at the Seattle World’s Fair Next April 
ve Some new “world records” are promised 
when the newest experience in cinematography 
opens in a million dollar domed theatre at the 
Seattle World’s Fair next April. Called the 


“Spacearium” and co-sponsored by the United 
(CONTINUED ON PAGE FOURTEEN ) 
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Newest, Brightest Picture... 
Newest, 7ruest Sound... 


Newest, S/mp/est Operation... 


PAN Ol es —> < Og BS RT AY 


with the all-new 


Sutat 


soune RO 


alaxy 


by GRAFLEX 























Never thread a sound head again! Slide film into the convenient diagonal slot. Flip a single lever. 


Film is positioned, sound loop formed and sound head threaded—all instantly, automatically! 


ALL NEW, THE MANY Galaxy features include an ex- 
clusive high-intensity lamp. Internal dichroic reflector 
eliminates light-absorbing, dust-catching condensers and 
external reflectors, and reduces heat on the film a full 50% ! 


Only Galaxy gives you the advantage of a unique new high- 
intensity lamp. Through push button controls two-levels 
of illumination are provided—“Normal” and “Hi.” At 
“Normal,” equivalent to 800 watts, lamp life is extended 
10 times—to a minimum of 150 hours. For long auditorium 
throws, to bring life to dense prints, or for projection with 
a minimum of room darkening, the “Hi” setting delivers 
the equivalent of 1200 watts, a brilliance surpassed only 





by carbon ares. For the finest sound in 16mm, Galaxy intro- 
duces an exclusive hiss-free phototransistor pickup. Plus a 
full 15-watt transformer-powered high-fidelity amplifier 
and removable speakers. For the first time you are provided 
with separate controls for bass and treble, for new richness 
in music, new clarity in speech, new quality in sound. 


Fast and easy to set up and rewind, with exclusive push- 


button control, Galaxy is simpler, smoother, and quicker in 
operation than any other. Arrange with your Graflex A\ 
dealer for a demonstration of its new exclusive advances in 


projector performance 
° ® 
—or write to Graflex. X& 


Rochester 3, New York. In Canada: Graflex of Canada Limited, 47 Simcoe St., Toronto 1, Ontario 4 sussiviany OF GENERAL PRECISION EQUIPMENT CORPORATION (GD) 


y 







REEL NEWS 
FOR 
FILM MEN! 


Certified Storage 
for 500,000,000 feet at 
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BEKINS 
FILM SERVICE CENTER 





e Easy access! 
e Complete records! 
e Prompt delivery anywhere! 


Services provided include 


Distribution 
Inspection 
Grading & Cleaning 
Repairing & Rejuvenation 

Scratch Removal 
Protective Coating 
Editing 
Commercial Insertion 
Storage 


Call Bekins today 
for Certified Service! 


——E>S 


BEKINS 
FILM SERVICE CENTER 


1025 N. Highland « Hollywood 38 
HO 9-8181 





out 


ARs Oe A abe ole olin Re Pe IC KS 


> FF FF F F,*# 





Thousands who attended recent World’s International Match Game Bowling competition in Chi- 
cago’s McCormick Place were kept informed of scoring by these eight huge screens above each 


alley 


A Visual “First’’ in Sports Competition: 


Two additional screens at each side of auditorium also kept audience informed of total scores. 


World Bowling Match Audiences SEE the Big Picture! 


OWLING has become America’s Number 
One sports attraction with millions of par- 
ticipants of all ages. Reflecting its popularity 
were Capacity audiences attending the recent 
World’s International Match Game Bowling 
Competition, sponsored by the Bowling Prop- 
rietors Association of America, at Chicago’s 
McCormick Place exhibition hall last month. 
Something new and vivid in projection was 
provided as bowlers and spectators were kept 
informed of individual scores and daily totals 
by eight huge rear projection sceens above each 
championship alley and two flanking “sum- 
mary” screens at each side of the auditorium. 
Wilding Inc.’s versatile Commercial Picture 
Equipment division, under the supervision of 
A. J. Bradford, set up the unique installation. 


Project Scores on 1042 x 14-foot Screens 


Scoring of bowlers was delivered to the 
1042 x 14-foot screens by a battery of special- 
ly-adapted Transpaque projectors. The modi- 
fied equipment delivered a total of 8,000 


Behind the scenes at the International 
competition in Chicago’s McCormick 


theatre. Large 10% x 14-foot 


Bowling 
Place 
rear-projectior 


left with battery of adapted Trans 
right iv 


long balcony to the 





lumens to the screens, offering clearly visible 
images despite the 100 foot candles of light on 
the alleys. Scorers kept in constant phone con- 
tact with each projector operator throughout 
the week-long matches, adding to spectator en- 
joyment and match competition by the clearly 
and quickly-transmitted scores. 

Two “totalization” boards flanking the al- 
leys summarized the leaders’ positions each 
day. The screens were also used for dramatic 
visualizations, such as opening day ceremonies 
when slides of each participating country’s 
flag’s and pictures of contestants were shown. 
Brunswick Equipped Theatre for Competition 

This year’s installation was furnished by 
the Brunswick Corporation as sponsoring host 
for the Bowling Proprietors Association. The 
unique, large-screen visualization provided an 
example of the versatility of projected media 
and of CPE’s special ability to meet a new, 
unprecedented challenge in communication. 
Epitor’s Note: Following its big-screen setup 
at Dallas for “Deere Day,” Wilding, Inc. merits 
“the year’s biggest” projection award for ’61! 


300 YEARS AGO 


.. and more Johann Gutenberg set type the 
same way that most title producers do today. 
Here at Knight Studio, Chicago, where prog- 
ress is important, we set copy by hand to get 
the fine spacing available in no other way... 
here similarity ends as we cast our hand-set 
matrices into NEW TYPE for every frame! 


KNIGHT STUDIO 


159 East Chicago Avenue, Chicago 11, Illinors 
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Making training films which merely train is like build- 
ing boats in closed cellars. Something may be accom- 
plished, but no one is going anywhere. Training films 
need human-interest like dough needs yeast. Both 
must rise to the occasion. One way to do that is to spend 


as much screen-time on “why” as you do on “how.” 





Training 
Pictures 


by Audio... 





Atomic Energy Commission National Board of Fire 
Underwriters 


American Bosch Arma Corp. 


: : National Cancer Institute 
American Machine 


& Foundry Co. National Cotton Council 
American Telephone Port of New York Authority 
& Telegraph Co. Schering Corp. 
Babcock & Wilcox Co. E. R. Squibb & Sons Div. 
E. I. duPont de Nemours The Texas Company 
& Co., Inc. Union Carbide Corp. 
Ethyl Corporation U. S. Navy 
The Gillette Company Western Electric Co. 
McGraw-Hill Book Co. Westinghouse Electric Corp. 


—and many, many others 





Frank K. Speidell, President 

P. J. Mooney, Vice-President & Treasurer 
T. H. Westermann, Vice-President, Sales 
Alexander Gansell, Secretary 


Producer-Directors: 
Frank Beckwith Alexander Gansell Harold R. Lipman 
L. S. Bennetts H. E. Mandell Erwin Schart 











HOW OUR CLIENTS 


GH RID Of 







SALES TRAINING 
SALES MEETINGS 

SALES PROMOTION 
SERVICE TRAINING 
SALES PRESENTATIONS 
DEALER COMMUNICATION 
DISTRIBUTOR COMMUNICATION 


FILMACK PRODUCTIONS 
1326 S. WABASH : CHICAGO 5, ILL 


THE EDITORIAL VIEWPOINT: | 


(CONTINUED FROM PAGE TEN ) 


States Science Exhibit Commission and The 
Boeing Company, the project involves: 

The world’s largest projection screen, the 
world’s largest and widest-angle projection 
lens, an unusual undertaking in animation and 
stop-motion photography, and a realistic trip 
of more than a billion billion miles at thous- 
ands of times the speed of light into intergalac- 
tic space. 

This filmed presentation utilizes a newly- 
designed lens to achieve a startling effect for 
viewers. The lens projects the film over the 
dome of the theatre—360 degrees horizontally 
and 160 degrees vertically. In effect, the view- 
er is surrounded on all sides and overhead by a 
“window into space” through which to watch 
a journey at fantastic speeds. 

As prime contractor to Boeing, Cinerama, 
Inc. heads a group of subcontractors supplying 
the film, lens, projection equipment, and 
screen. Fine Arts Productions, Inc., of Holly- 
wood, has the complex job of producing the 
unique space film. The idea for this space- 
age planetarium was developed at Boeing in 
1959. In 1960, the Spacearium became a joint 
effort of the federal government and Boeing. 

* ok * 
Home Builders, Producers Council Present 
Awards to Motion Pictures and Slidefilms 


The Producers’ Council, Inc., national or- 
ganization of manufacturers of building mate- 
rials and equipment, recently joined with the 
National Association of Home Builders in a 
1961 awards program, “Ideas for Home Build- 
ers.” 

Motion pictures and slidefilms were cited 
among other media in the contest. The award 
for Exceptional Merit went to U. S. Gypsum 
Company's Builder's Showcase, a filmed tele- 
vision program, prepared by Ray-Eye Pro- 
ductions, Inc. 

The program was cited as being an “excel- 
lent idea which promotes home sales to the 
public without requiring any tie-in or pay- 
ment from the builder. The building industry 
as a whole should be encouraged to get into 
more of this type of thing.” 

A Certificate of Merit went to Owens-Corn- 
(CONTINUED ON PAGE SIXTY-THREE) 








HOUSTON FEARLESS 


PANORAM 
DOLLIES 


Thoroughly Overhauvled—Guaranteed 
SPECIAL LOW PRICE 


4-Wheel. . .$1,000.00 
5-Wheel. . .$1,400.00 


Immediate 
Delivery! 


CAMERA EQUIPMENT CO., INC. 
315 West 43rd Street, New York 36, N.Y. 














Your film problems are OUR 
problems. Let us meet your 
schedule with our personal- 


ized service. 


vw QUALITY 
yw SERVICE 
vw SPEED 


We offer the film producer 
all these services under one 


roof. 


SUPERIOR CONTROL 
In Black & White and Color: 


e 16/35mm 


e@ Reduction and Contact 
Printing 


e Reversal Developing 
e Editing and Conforming 
e Cutting Rooms 


e Edge Numbering 


A New Free Booklet is available that 
will be helpful in budget preparation 
and the handling of pre-print mate- 


rials. 





33 W. 60 St., N.Y. 23, N.Y. 
COlumbus 5-2180 
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‘there's 


a 
SYSTEM 


to success 


[s\ 18 Ins 


THE CHOICE OF PRO 


The Arriflex 16 is a system camera 
because it has been designed from 
its inception to perform as a hand 
camera, studio and sound camera. 


Skillful planning, meticulous crafts- 
manship and superb engineering 
skills have made this versatile mo- 
tion-picture camera and its acces- 
sories the choice of professionals 
all over the world. 


There’s no secret about the Arriflex 
16 “system” for success nor the 
names of the thousands who are 
making profitable use of it. Write 
for literature that details it all. 


ee it 










versatile 


FALE XaliG 


ESSIONALS ALL 


* 17'S A HAND CAMERA! 


Weighing only 6% Ibs., the com- 
pact Arriflex 16 is a pleasure to 
carry, set-up and operate. And no 
other hand camera has all its pro- 
fessional features! 


* IT’S A STUDIO CAMERA! 


The simple addition of component 
Arri accessories (400 ft. magazine, 
synchronous motor and tripod) 
quickly transtorms the versatile Arri- 
flex 16 into an ideal studio camera, 
Its easy set-up and fake-down fea- 
tures makes it a perfect “one man“ 
camera. 





ARRIFLEX 


CORPORATION OF AMERICA 





257 PARK AVENUE SOUTH, NEW YORK 10, N. Y. 
£26 NORTH COLE AVE., HOLLYWOOD 38, CALIF. 


For Sale, Rent or 
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* IT’S A SOUND CAMERA! 
By placing the camera and magazine 
in the Arri 16 Blimp it is a full-fledged 
sound camera with all important 
camera features, like thru-the-lens- 
focusing, operated from the outside. 


OVER THE WORLD 


has got it! 
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See the difference... 


when 16mm Color Specialists process prints! 


ames fe QUALITY’S 
Magic 
oUcH 


REPRODUCTION COMPANY 
7936 Santa Monica Bivd., Hollywood 46, California 
Telephone: OLdfield 4-8010 


| Japanese Industrial A/V Men 


on Tour of U.S. Facilities 


A group of thirteen Japanese 
industrial audio-visual men is now 
touring the United States as a 
study team under the auspices of 
the Agency for International De- 
velopment, Washington D.C. 

They arrived in San Francisco 
on November 10th and will spend 
five weeks studying audio-visual 
techniques and practices in the 
United States. 

The present state of industrial 
training in Japan, and in particu- 
lar the audio-visual segment, is 
one of experimentation and expan- 
sion. New training programs are 
being developed and tried by pri- 
vate industries and associations 
with the assistance of the Japan 
Productivity Center which has 
established the Audio-Visual 
Teaching Materials Utilization So- 
ciety. As members of the society, 
this independently-financed team 
will study and observe training 
programs in American industry 
with particular emphasis upon the 
role of audio-visual activities. 

The findings of the team will 
be applied by the members within 
their own organizations and will 
be disseminated both within the in- 
dustry and _ publicly, through 
speeches, newspaper articles, ap- 
pearances on radio and television, 
seminars and by preparation and 
distribution of a comprehensive 
report. 

Among the host organizations 
for the Japanese group will be 
Caterpillar Tractor Company, The 
Brunswick Corporation, American 
Oil Company, Wilding _ Inc., 
American Motors Corporation, 
United States Steel Corporation, 
Aluminum Company of America, 
Fastman Kodak Company, Gener- 
al Electric Company, Standard 
Oil Company (NJ), and the Unit- 
ed States Department of Agricul- 
ture. ag 





WANTED 


Promotion writer for motion 
picture distributor. Direct mail 
experience very helpful. We’re 
looking for someone who is 
sales-minded and can hit hard. 
New York location. 


Write Box BS-61-7-A 
BUSINESS SCREEN MAGAZINE 
7064 Sheridan Rd. ° Chicago 26, Ill. 
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Since 1921... 





INC, 


You’re on schedule... 


WITH THE LEADER IN LIGHTING, GRIP EQUIPMENT, 
PROPS, GENERATOR TRUCKS AND TRAILERS 


RENTALS > 


7 Nt ee ) 1 A | OF — 
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i | Ce AL s 


GRIP EQUIPMENT LIGHTS GENERATOR TRUCKS 
AND TRAILERS 


LARGEST SUPPLIERS OF MOTION PICTURE, TV AND 
ET telei-sa-i7-\ mee) leugelei-7-\ 1. i fom 10) 8)1-1..1-3, pad, Bg, | ee 


LIGHTING THE MOTION PICTURE INDUSTRY SINCE 1921 


© Cade Ku. 
333 West 52nd Street, New York City, Circle 6-5470 
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(SLY Ya rams, me 


announces 


Y DYNAMIC THEATRE NETWORKS, INC. 


to develop an exciting advance 

in closed circuit theatre television 

in cooperation with 

Marconi’s Wireless Telegraph Company, Ltd. 


of Great Britain. 


This system is being designed for 
continuous operation at hourly, daily 


or weekly rates, in 100 cities. 


Pilot demonstrations in color and 

black and white have proven the system’s 
capability for delivering full range 

image fidelity previously unequalled on 
theatre-size screens...complemented by 


stereophonic sound. 


Dynamic Theatre Networks Inc., invites 
American business and industry to consider 
this imaginative communication system in 
its future plans for marketing, 

training and public relations. 

Full facilities for production and 


programming will be available. 


405 PARK AVENUE, 
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MEDICAL/ \ / \ VA1111 CA, INC. 


announces the 


HOSPITAL COMMUNICATIONS CENTER 
a hospital-based service designed 

to provide continuing post-graduate 
education at the selection and 


convenience of the practicing physician. 


Initially tested under survey condi- 

tions in representative hospitals 

chosen with the cooperation of the 
American Hospital Association, 

the HCC has had impressive acceptance 
from hospital administrators and 

viewing physicians. Documented informa- 


tion is available upon request. 


Regional operation in 60 hospitals in 
5 states, with a doctor-viewing 


potential of 6000 is now being readied. 


Medical Dynamics, Inc. invites inquiries 
about the Hospital Communications Center 
from ethical pharmaceutical companies 

as part of their programming for the 
improvement of marketing and customer 


relations. 


MEDICAL DYNAMICS, INC., 
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WHAT'S 
HIS NEXT 
MOVE? 


Train with Slidefilms 


To see the unexpressed capabilities 
inherent in workers .. . to make the 
best choice when new openings 
develop . . . to train understudies 
for initiative and added responsi- 


bility these are among the 


supervisor's weighty duties. 


“PROMOTIONS, TRANSFERS 


AND TRAINING 
FOR RESPONSIBILITY” 


sound slidefilm created to 
inspire men to delegate authority 
and develop initiative . 


is a 


. to en- 
hance their capacity to carry the 
responsibility that usually accom 
panies promotions and transfers. It's 
one of eight sound slidefilms in a 
program endorsed by constant use 
in many organizations: 


“SUPERVISOR TRAINING ON 
HUMAN RELATIONS” 


Write for details concerning preview 


Guided FILM Missiles 


ROCKET 


-S 
INC 


etd” 
PICTURES 


6108 Santa Monica Boulevard 
Hollywood 38, California 





WASHINGTON FILM COMMENTARY 


by Mary Finch Tanham 


Washington Correspondent for Business Screen 


Circarama Showings Abroad 
Show U.S. Life to Millions 

75,000 Russians, every four 
hours, poured through U.S.I.A.’s 
“Seven-o-rama” film exhibit in 
Moscow in 1959 to view 125 min- 
utes of American life as it is 
“every day”, and on Saturday 
night, and on Sunday. 

Crowds of similar magnitude 
“Circarama, U.S. A.” at the 
Brussel’s World Fair; in Ceylon 
and Casa Blanca, 1,300 people an 
hour have been squeezing into 
bubbles to experience 
the unique thrill of being totally 
surrounded by sights of America 
in lively sound and motion. 


Saw 


Geodesic 


The design, modification, and 
operation of these projection sys 
often handled under diffi- 
cult conditions—was the topic ot 
a recent film/lecture presentation 
by Willis R. Warren, Chief of the 
Overseas Coordination Staff, Mo- 
tion Picture Service, U.S. Infor- 
mation Agency before members of 
Washington’s S.M.P.T.E. and 
50 exhibitors in D.C.’s Audio- 
Visual and Pictorial Equipment 
Show 

U.S.1.A. has filmed typical 
operations in Kabul, Afghanistan 
and Columbo, Ceylon for govern- 
ment field workers in far off coun- 
tries who may be called upon to 
erect and similar 
theaters 


tems 


use geodesic 

This production is not only in- 
teresting and well done, but carries 
a big extra kick for-those in the 
motion picture business—for there 
can be little doubt about the true 
impact of the medium when one 
sees, on film, the faces of strange, 
foreign audiences, infected with 
enthusiasm and excitement for 
“Circarama” scenes which need 
absolutely no verbal explanation. 


* a x 


Italy’s Ambassador Fenoaltea 
Film Awards 
In the elegant gardens of 
his embassy, Italian Ambassador 
and Signora Bruna Fenoaltea_re- 
cently bestowed official awards on 
U.S. producers who won at this 
year’s Venice Film Festival. The 
Ambassador stated that American 
non-theatrical film producers de- 
served encouragement and praise 
for the high standards which they 
have set, and he added his wishes 
that the “hope of winning a glitter- 
ing prize in Venice will continue 


Presents Venice 


Terrytoons’ Bill Weiss receives a 
Venice award for “Drum Roll” from 
Signorina Annalina Fenoaltea (ctr 
ind the Signora Bruna Fenoaltea 


to act as stimulation to American 
industry.” 

The Golden Lion of St. Mark, 
which was awarded George and 
Altina Carey for /nterregnum, was 
accepted by James Barker of 
Capital Film Laboratories; Bar- 
ker also accepted for Nathan 
Kroll’s Casal’s Master Class. 

Terrytoons’ William Weiss ac- 
cepted for his children’s entry, 


Above: Ambassador Fenoaltea pre- 
sents award to Maj. Gen. Arno H. 
Luehman. Below: Don Baruch (| 
accepts for producer Ernest Pintoff 


Drum Roll, his second consecu- 
tive year to receive the honor. 

Major General Arno Luehman 
represented the Air Force 
Review, which won a 
award. 

Ernest Pintoff won special ac- 
claim for his experimental film, 
The Shoes, a story about “human 
loneliness in a crowd”; his award 
was received by Donald M. Ba- 
ruch of the Department of De- 
fense. 


New 
newsreel 


+ + + 


CINE to Show Prize Films 

in Capitol on December 12th 

. . . Excerpts from prize winning 
American films and—it is hoped 
—Great Britain’s highly regarded 
film, Terminus—will be screened 
on December 12 in Washington 
for CINE members and guests in 
the National Education Association 
Auditorium. 

The annual black tie event will 
be attended by producers of the 
Films of Merit, embassy officials 
from Italy and Great Britain, and 
many others from industry and 
government who are interested in 
the work of the Committee on In- 
ternational Non-Theatrical Events 
(CINE). 

Information about the exhibi- 
tion may be obtained from the 
Office of the Coordinator, CINE, 
1201 Sixteenth St. N. W., Wash- 
ington 6, D.C. 

* * * 
National Geographic Society 
Begins Film-Lecture Series 
... All in a day, Capitol Hill film- 
goers had the opportunity to cover 
filmed lectures on everything from 
telephone manners and United 
Nations accomplishments to as- 
tronauts and a_ 1,750,000 year 
old man! 

The latter subject is one of 
those in the National Geographic 
Society’s 74th annual film-lecture 
series of 19 weekly programs. Al- 
ways popular with big audiences, 
who can choose between two pre- 
sentations of each subject, the 
films and talks will, this year, fea- 
ture space, explorations, and the 
discovery of the oldest known 
shipwreck in the world. 

* * ok 

Interior Films to Feature 
Eastern, Northwest Fishing 

. . . The Department of Interior 
has just awarded contracts to in- 
dustry for films about two of Am- 
erica’s finest fishing areas — the 
Chesapeake Bay, between Mary- 
land and Virginia, and the Colum- 
bia River in the Pacific Northwest. 
Both pictures will feature the his- 
toric and present importance of the 
fishery resources of the areas, to- 
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gether with other activities and 
events of special interest. 

The Bureau of Commercial 
Fisheries of the Fish and Wildlife 
Service will direct production of 
the 28 minute color films, which 
will take about a year to produce 
in order to show fishery activities 
for all seasons. 

* 1 * 


Goddard Space Flight Center 
Unveils Film on “Explorer X” 


. The Goddard Space Flight 
Center of the National Aeronau- 
tics and Space Agency has just re- 
leased its first motion picture pro- 
duction, titled Explorer X, about 
that instrumented satellite and 
space probe which made front 
page news last spring. 

Although basically a technical 
report on this Goddard conceived. 
designed, and tested space pay- 
load, there is much in NASA’s 
new film to appeal to the layman 
interested in space exploration. 
And there is a wealth of informa- 
tion here for scientific audiences, 
educators, and high school physics 
students, for whom the produc 
tion was specifically designed. ~ 

This twenty-minute color film, 
which was written, directed, and 
produced for Goddard by John L. 
Washburn in association with By- 
ron Motion Pictures, Inc., reviews 
in detail the history, mission and 
findings of Explorer X. 

Surprisingly, we find that the 
Goddard center, in Greenbelt, 
Maryland, has a booming, world- 
wide tracking network which ex- 
tends from Woomera, Australia, 
to Hamilton, Bermuda. We learn 
that, for this short, 60-hour space 
flight, 2,000 reels of information 
were taped for scientific analysis. 
We are as intrigued—and de- 
lighted—as NASA officials to find 
that “Explorer X” and earth-based 
stations simultaneously measured 


a solar flare traveling at a speed 
greater than 3 million miles per 
hour between the sun and the 
earth. 

Indeed, from opening scenes 
when we are thrown into a dar- 
kened sky, and hear the voice of 
President Kennedy, urging Ameii- 
cans to “explore the stars”, we 
are filled with admiration and 
wonder for the scientist’s imagin- 
ation and ingenuity. 

Goddard’s second film, with six 
production units shooting across 
the nation, and a story line which 
deals more with people and _ less 
with “hardware”, is presently in 
production for showing to the gen- 
eral public. It’s tentative title is 
The Story of Echo A-12. Ly 

* * * 
Newman Foundation Sponsors 
Film History of Campus Clubs 


. . A. Tyler Hull Film Produc- 
tions of Washington D.C., has 
just begun production of a 27 
minute, color/sound film which 
will document the 70 year history 
of the Catholic Newman Clubs of 
America. 

“The production of this film is 
one of the most important pro- 
jects ever undertaken in the his- 
tory of the federation,” said Fa- 
ther Charles W. Albright, C.S.P., 
Executive Secretary of the Na- 
tional Newman Club Federation 
which is made up of 850 clubs 
throughout the nation. 

One of the main purposes of the 
film is to inform parents of the 
activities of the Catholic students 
on the American secular college 
campuses. It will also be available 
for showings to lay organizations, 
seminaries, schools, and colleges. 
A shorter black and white version 
for television release will be made. 

At present, Tyler Hull is shoot- 
ing background material on the 
life of Cardinal Newman in Eng- 


Pictured on conference set during filming of “Explorer X Film Report’ at 
NASA‘s new Goddard Space Flight Center, Greenbelt, Md., group includes 
Dr. James Heppner, Project Manager (at head of table) and, to his right, 
script writer Larry Washburn awaits reloading of camera for the scene. 
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shot is vital... 





e+e YOu can count on us. 


¢ Sound ¢ Editorial 


° Laboratory Services 


Ca otal 


CAPITAL FILM LABORATORIES, INC. 
1905 FAIRVIEW AVENUE, N. E. 
WASHINGTON 2, D. C. 
PHONE LAWRENCE 6-4634 


WASHINGTON: 


(CONT'D FROM PREVIOUS PAGE) 


land, Ireland and Rome. Release- 
date of the production is planned 
for August 1962. Premiere show- 
ing will be at the National New- 
man Club Federation convention 
in Pittsburgh, Pennsylvania. 
* oe * 

Air Force Paintings Inspire 
One of Year’s Best Pictures 
...A perfectly beautiful new film 
—featuring powerfully moving 
paintings of U.S. Air Force life 
throughout the world by America’s 
top illustrators—has just been cre- 
ated by Pelican Films, Inc. of 
New York. Combining live action 
and animation, with minimum 
narration and big music, a com- 
plete story of the Air Force’s 
globe-girdling missions has been 
captured in lush, flowing color. 

Air Force Chief of Staff Curtis 
E. LaMay has said of the paint- 
ings, which carry the story line of 
the film, that “. . . the composi- 
tions of form, color, and light are 
more than glimpses of faraway 
places. Each is a moment in the 
life of the men in your United 
States Air Force—caught on the 
canvas of a well known American 
artist. 

“To posterity, these paintings 
will furnish a priceless pictorial 
history of our Air Force in a brilli- 
ant era. Future Americans, ac- 
customed to split-second travel 
through measureless space, may 
find these scenes as antiquated as 
covered wagons seem today. Yet 
they record a chapter in the life of 
our Air Force as vital as Kitty 
Hawk.” 

The Air Force On Canvas has 
been produced under different 
circumstances than the other films 
in the Air Force’s $850,000 
Sponsored Film Program—in that 
it was born without a sponsor. The 
producer, so enthusiastic about the 
artistic possibilities of filming 
paintings in exhibition at the fab- 
ulous new Ar Force Academy, 


Pelican’s Joe Dunford (kneeling 
joins Dick Durrance (at camera 
in filming an Air Force canvas. 


shot the two reeler on his own, in 
cooperation with the Air Force 
and the Society of Illustrators in 
New York and Los Angeles. Al- 
though, as yet in the answer print 
stage, Pentagon officials are heap- 
ing lavish praise on the effective- 
ness of the film, which seems a 
sure bet for film festival prizes. 

The 18-minute “filmagraph”, 
which is a natural for theatrical re- 
lease, but can be cut for TV, was 
produced by Joe Dunford, photo- 
graphed by Dick Durrance, edited 
by Jean Oser, and written by Bob 
Hertzberg. 

Air Force sponsored films are 
distributed by the Air Force and 
are purchased for some 140 AF 
base film libraries all over the 
world. 

o* * * 

Creative Arts Installs Color 
Lab; Opens Huntsville Branch 

. Literally busting out at the 
seams, Creative Arts, Inc., which 
recently set up a new branch in 
Huntsville, Alabama, has also ex- 
panded to take over another floor 
of the Redskin Building in its 
Washington location. A com- 
pletely modern photographic lab., 
basically geared for color, has 
been installed in these new home 
facilities, making it possible for 
Creative to handle extensive still 
work in the future. I 


ELEKTRA 


Studios Incorporated 33 West 46th Street New York 36, New York JUdson 2.3606 
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Auricon; Zoomiscope; Super-1200; 
Pro-600 Special; ond Cine-Voice; ore 
Trade-Marks of Boch Auricon, Inc. 
Pan-Cinor “85” and, “85 S-EK” ore 
trade-marks of Societe D’'Optique et 
De Meconique De Haute Precision, 
Paris-20, France. 


Regular Pan-Cinor “85” 
Eye-Piece is unscrewed, 

and Auricon Zoomiscope [ 
Model 85 used instead. 


Auricon Zoomiscope Model 
85, screws onto Pan-Cinor 
“85” or “85 S-EK” Zoom 
Lens (only) without the use 
of tools; you see same-size 
image and range-finder 
as regular 
“straight-back” 
Pan-Cinor 
Eye-Piece. 


Pan-Cinor “85”, custom-modified 

by Bach Auricon, Inc. for use with 
Auricon Pro-600 Special. Zoomiscope 
provides Camera Operator with a 
comfortable working distance 
between exit-pupil of the Zoomiscope 
Eye-Piece, and the Camera Door. 


OF PROCRE 


30% 





Pan-Cinor “85 S-EK”, custom modified at 
extra charge by Bach Auricon, Inc. to 
fit the Auricon Super-1200 Camera, with 
Zoomiscope Model 85 in use. 





SUNVUU UU esd UTZ ° 
GUARANTEE Announcing 
the new 


ZOOMISCOPE 


Extension View-finder Eye-Piece 
for Model “85” and “85 S-EK” 
PAN-CINOR Zoom Lenses 


The Auricon Zoomiscope Model 85 for the Pan-Cinor “85” Zoom Lens 
provides eye-relief by moving the Camera Operator’s eye-position almost 
two inches away from the side-door of the Auricon camera, while using 
the Pan-Cinor “85” Zoom Lens. Mounts (without the use of tools) on 
any Pan-Cinor “85” or “85 S-EK” Zoom Lens View-finder, in place of the 
regular Pan-Cinor “straight-back” Eye-Piece. Auricon Zoomiscope list 
price $97.40 for Model 85. 
Write for free illustrated information on the Auricon Zoomiscope and 
details covering custom-modification of Pan-Cinor Model “85” and 
“85 S-EK” to fit your Auricon camera. Write to... a 


All Auricon Equipment is sold 
with a 30-day money-back 
Guarantee and a one-year Service 
Warranty. You must be satisfied! 


7 MM 


FMT 





— et = modified at extra 
charge by Bach Auricon, Inc., to fit the UR Ow m 

Auricon Cine-Voice Camera, with Zoomiscope BACHE ci ic 9 I c- 

Model 85 in use. S510 Romaine Street, Hollywood 38, California 


Ii 


22 wy hy Be 2: 2. } 


AURICON...the Professional ere cme reo-eno sheen cna Hepes —_ PORTABLE POWER Soune RECORDER 
STANDARD OF THE 16MM SOUND INDUSTRY SINCE 1931 —s $1208.09 Su CHAS ep MILES 06.25 & up SUPPLY UNIT 3643.00 & up 


$269.50 
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NOW... for 
Ektachrome 
users... 


ONE-DAY SERVICE 
on 16 mm 


COLOR 
PROCESSING 


Licensed by Kodak 


3¢ ft. 
6¢ ft. 


Chemical and 
sensitometric 
controls to rigid 
Kodak standards. 


EKTACHROME 
COMMERCIAL 


EKTACHROME 
ER FILMS 


TEXAS INDUSTRIAL 
FILM COMPANY 


2528 NORTH BLVD. 
JA 9-4377 


ete HOUSTON 


48 


HOURS 


Camera to 
Color Print 


Let us process your 
Ektachrome camera 
film, assemble it, 
make a 
COLOR (11¢) 
B&W (6¢) 
print with printed edge 
numbers, then ship to you 
within 48 hours after 
receipt of your original. 


Write for 
complete laboratory 
price list. 


News Along the Film Production Lines 


Capital Film Services Buys 
Anseo’s Chicago Laboratory 

Acquisition of the Ansco pro- 
cessing plant at 247 E. Ontario 
St., Chicago, by Capital Film Serv- 
ice, East Lansing, Michigan, has 
been announced by J. R. Hunter, 
president of the purchasing com- 
pany. Negotiations were completed 
on November 7 and the plant will 
be operated as Capital Film Serv- 
ices of the Midwest, complement- 
ing the buyer’s facilities in East 
Lansing. 

Expanded color and b&w pro- 
cessing facilities, including a new 
8-hour service in Chicago, are be- 
ing offered and all Ansco clients 
will continue to be served as be- 
fore under contractual arrange- 
ments made with the seller. 

Capital was established in Mich- 
igan in 1936. The new facility 
comprises one of the industry’s 
most modern plants with special, 
quality-control equipment. In ad- 
dition to Ansco color processing, 
the Chicago plant will handle new 
Hypan negative and reversal black 
& white materials. Processing of 
pre-striped film for the Fairchild 
8mm sound equipment (double 
8mm) and regular 16mm film will 
be handled on an 8-hour basis. 
Chicago telephone number is 
943-7441. I 


a ok « 
Newcomb Elected President 
of National Film Studios, Ine. 
The former head of the gov- 


-ernment division of Encyclopaedia 


Britannica Films, Inc. has been 
elected president of National Film 
Studios, Inc., Washington, D. C. 
Elliott H. Newcomb of Rockville. 
Md. succeeds Harold A. Keats, 
now chairman of the board. 

National’s new president came 
to Washington in 1958 to organ- 
ize the Federal Government Di- 
vision of EB Films after service 
with the company’s home office in 
Illinois where he was executive as- 
sistant to the president. Previously, 
he was executive assistant to the 
president of Dictaphone Corpora- 
tion 

A naval aviator during World 
War II he achieved the rank of 
lieutenant commander and served 
as Executive Director of the Amer- 
ican Veterans of World War Il 
from 1947 to 1950. Ld’ 

* * * 

Canyon Films of Arizona Is 
Host at Screening in Phoenix 

Showing “Arizona in Motion 
Pictures,” a producer and a hotel 


teamed up on the evening of No- 
vember 9th to screen seven spon- 
sored films which are “helping sell 
that state, its products and services 
throughout the U. S.” 

Canyon Films of Arizona and 
the Westward Ho hotel were joint 
sponsors of the unique event which 
attracted some 500 persons. Ray- 
mond Boley, president of Canyon, 
introduced the program and talked 
on the growing use of the spon- 
sored film medium. Wee 

* cd 
Traid Opens Eastern Branch; 
A. M. Uremovich in Charge 


Increasing volume of business 
in the area east of the Mississippi 
River has prompted the opening 
of a new Traid Corporation facil- 
ity. Fred G. Roberts, Jr., Traid 
president, made the announcement. 

Aibert M. Uremovich, who has 
been serving as Traid’s traveling 
representative in the East during 
the past year, will head the new 
office, located in the new Ameri- 
can National Bank Building, Sil- 
ver Springs, Md. 


* * * 


MPO Videotronics’ Canadian 
Branch at Lakeshore Studios 


MPO Videotronics, Inc., New 
York, has opened a Canadian 
branch at Lakeshore Studios, Tor- 
onto. 

The new working arrangement 
makes available to Canadian ad 
agencies and their clients all of 
MPO’s 15 permanent staff direc- 
tors and other key personnel. 

Lakeshore Studios is considered 
one of the more complete studios 
in the Toronto area. It includes 
three sound stages, projection 
rooms, and film processing facili- 
ties. 

Appointment of local represent- 
atives of MPO Videotronics of 
Canada, Ltd., in several Canadian 


markets is expected to be an- | 


nounced soon. 


* * * 


Bach Directs Rentals, Service 
of Caldwell A/V Equipment 


Caldwell A/V Equipment Co., 
Ltd., of Toronto, Canada has an- 
nounced the appointment of Chris 
Bach as Manager, Service and 
Rentals. 

Mr. Bach will be responsible 
for the organization of a depart- 
ment for the servicing of broad- 
cast and audio-visual equipment 
and for the re-organization and ex- 
pansion of the company’s Renta! 
Department. Wy 


PARTHENON PICTURES 


HOLLYWOOD 


A FILM PROGRAM FOR THE 
STANDARD OIL COMPANY (Ind.) 
and its national marketing subsidary 


AMERICAN OIL COMPANY 


“THIS IS STANDARD OIL” — to 
help each employee to see the vast 
whole of what he is a part — a 
definitive picture of a great inte- 
grated oil company in cross-section. 
84 minutes, ae 


“HOLIDAY FOR BANDS” — the 
warm and fascinating story of Phil 
and Cindy, and the two million kids 
who play in the nation’s ten thous- 
and high school bands as told 
by James Stewart. 26 minutes, 
color. 

“AS YOU TRAVEL IN THE LAND 
OF LINCOLN” a really new ap- 
proach to travel pictures. First of a 
series — release: January, "62. 


* 


AND A LETTER FROM 
STANDARD OIL CO.—INDIANA 


Dear Cap: 


I suppose every client tells you 
he has a special problem to solve, 
but I’m still impressed with the way 
you helped solve ours with “This Is 
Standard Oil.” 

To have pleased our board of 
directors and the heads of our sub- 
sidiary companies — and they were 
pleased — is one thing. But the pay- 
off is with the intended audience, 
and apparently we hit the target. 

The color photography was beau- 
tiful and varied, but you somehow 
managed to make it a setting for 
our exposition, instead of the star. 
When at times it properly stole the 
show, as in the camera-eye ride 
down a drilling rig and the heli- 
copter sweep over the precipitous 
edge of a canyon, the “oh’s” of the 
audience were a great testimonial. 
But most important of all, the pho- 
tography demonstrated as nothing 
else could our people at work, the 
individuality of their characters and 
varied occupations tied to the cen- 
tral theme of the film. 

The ability of both you and your 
people to grasp our objective, to 
pick up the main lines of our busi- 
ness, even to talk our jargon, or 
iargons really, and to translate an 
idea into living action and convic- 
tion — this was great. I guess the 
best compliment I can pay you and 
your people is, very simply, that 
the film did the job that we wanted 
‘'t to dw. Thanks. 


Very Truly Yours, 
Don Campbell 
Director of Public Relations 





PARTHENON PICTURES 


Cap Palmer, Exec. Producer 
Hollywood 26,—DUnkirk 5-3911 
Detroit 


Chicago Princeton 
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a. 
Ocean... 


or Motion ... 


there’s an Anscochrome®’ Film perfect 
vm color quality for every application! 


Opening up the new worlds of underwater photography and high speed motion 
photography amplifies the problems of low light, color balance and reciprocity 
failure. 
What does the Anscochrome family offer? So 
Simply, this—better color under all types of exposure conditions. ae Super econ 
For low light levels 16mm Super Anscochrome film has wide latitude and high 4 2a \ 
speed (100), (or 200 ASA by extended processing if needed). 


For top quality in release prints 16mm Anscochrome Professional Type 242 
camera film has ultra fine grain and low contrast. For direct projection regular aero 
Anscochrome film has all the sparkle needed for screen quality. EE I ) S é P O 


And all Anscochrome films intercut and print beautifully on Anscochrome Du- 
plicating Film. Ask your Ansco representative or supplier today. Ansco, Bingham- 16mm 
ton, N. Y. A Division of General Aniline & Film Corporation. Anscoch rome 
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OUALITY-BILT 
Film Shipping Cases 


e Best quality domestic fibre 
e Heavy steel corners for 
added protection 

e Durable 1” web straps 

e Large address card holder 

with positive retainer spring 

e Sizes from 400’ to 2000’ 

OTHER “QUALITY-BILT” ITEMS: 

Salon Print Shipping Cases 

Sound Slidefilm Shipping Cases 
(for Transcriptions & Filmstrips) 
2” x 2” Glass Slide Cases 

Filmstrip Shipping Cases (hold up 
to 6 strips plus scripts) 


Write direct to 
manufacturer for catalog 


WM. SCHUESSLER 


361 W. Superior St., Chicago 10, Ill. 





16MM SOUND PROJECTORS 
7. 


NEW AND USED 
FILM SUBJECTS — ACCESSORIES 


WRITE FOR FREE LISTS 


NATIONAL CINEMA SERVICE 


71 Dey St. e@ N.Y.C. 7, N.Y. 





\ 
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WI TO ORbe 


Former President Eisenhower addresses the Campaign Gettysburg dinner 


Wide-Screen View of a New Gettysburg 


B Pypencsnes GETTYSBURG”, spon- 


A sored jointly by THE SATUR- 
DAY EVENING Post and the 
Gettysburg, Pennsylvania, Junior 
Chamber of Commerce, was in- 
troduced, with over 150 projected 
wide-screen slides of downtown 
areas of Gettysburg, to the city’s 
and business leaders at a 
kick-off dinner for the restoration 
and redevelopment project on 
September 27, at Gettysburg 
Dwight D. Eisenhower, who spoke 
at the dinner, warmly endorsed 
the new project. 

The slides, which dramatically 
illustrated what a restored Gettys- 
burg would look like, were pro- 
duced by Visualscope, Inc., New 
York. They were shown to merch- 
ants of the city to illustrate sug- 
gested changes to restore the ar- 
chitectural appearance of the com- 
munity in keeping with its dis- 
tinctive personality and historical 
importance in the nation. Business 
will be encouraged to 
carry this restoration work into the 
interiors of their places of busi- 
ness. 

“Campaign Gettysburg” is the 
first of a series of “Operation Re- 


CIVIC 


leaders 


Do” projects launched by The Sat- 
urday Evening Post with the joint 
sponsorship of individual civic 
groups for the redevelopment of 
more than two thousand towns 
throughout the country. Following 


the Gettysburg campaign a Plan | 


Book for town redevelopment will 
be drawn up and distributed to 
Mayors, Town Councils and vari- 
ous civic groups throughout the 
United States. Le 


tk co bd 


Below: Dr. Milton Osborne of Penn 
State points out sketch detail to 
Post’s Jack Pontius and campaign 
chairman Don Becker, with assist- 


ant, Thomas E. Piper, at dinner 


TELIC, INC. @ FILM CENTER 8 630 NINTH AVENUE, NEW YORK 36, N.Y. 


ELWOOD SIEGEL, President 


EDWARD F. BOUGHTON, }\ 





Custom Built 


HANSARD 
Rear Screen 


Process 
35mm Projector 


Specifications: 


500 ft. capacity 

200 Amp Arc Lamphouse 

Bell & Howell—movement with 
registration pins 

Rheostat with light intensity 

stop switches 

Two camera interlock motors— 

for Mitchell NC & BNC 

Complete set various focal length 
projection lenses 

Forward and Reverse controls 

All connecting cables 

All components—completely blimped 
for very low noise level 

Projector mounted on dollied pedestal 
with horizontal and vertical 
adjustments 


Approximate projector weight: . . 1500 Ibs. 
2 sync generator: . 
“ ——rheostat: 


accessories 
mic’ $10,000 


Complete © Guaranteed 


CAMERA EQUIPMENT CO., INC. 


DEPT. S, 315 WEST 43rd STREET 
NEW YORK 36, N.Y. © JUdson 6-1420 














HAWAII © SAMOA 
TAHITI. . . 


Stock Shots 


16mm & 35mm Photographic 
Service 


® Native Music & Effects 


Synchronous Magnetic 
Recording 


Write: 


CINE’-PIC HAWAII 


Attn: George Tahara 
1847 Fort St., Honolulu 13, Hawaii 
Wire: CINEPIC © Phone 502677 





JU 22-3480 
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Bridge Construction, History 
Pictured in This Steel Film 
vx The Movable Bridge, a new 


motion picture in color on the fas- 
cinating developments of jack- 


knife, swing and vertical lift 
bridges from the Middle Ages to 
the present, is available for the 
free use of schools, clubs, and 


other organizations through the 
United States Steel Corporation, IN THE ORIGINAL FACILITIES DESIGNED BY THIS MANUFACTURER 

ittsburgh. 

The picture is one of a series on 
bridges and bridge construction 
produced for the American Bridge | , 
Division of United States Steel by ‘ / 
mtg Se Bane cgi Ansco Professional Color Motion 
troit. . ° ‘ 
Construction of the new double- Pictu re Films and Duplicates 
deck vertical lift bridge at Hough- 
ton-Hancock, in Michigan’s Ke- 
weenaw Peninsula, is one feature. 
Barges floated the 4,500,000- 2 : e 
sn al pF All Ansco Color Motion Picture Films 
it possible to complete the bridge 
with an interruption of traffic be- 
tween two cities of only a few 
hours. a 
Historic bridges shown in The 8 and l6mm Pre-Striped Ansco 
Movable Bridge include the fa- P 
mous Tower Bridge in London; Color and Black and W hite 
the 496-foot bridge across a part 
of New York Harbor, longest of its ‘ 
type for years; Chicago River jack- F ilms Processed 
knife bridges, and the Fort Madi- 
son swing bridge across the Mis- 
sissippi. ae - 

a toe A Duplicates Made From Your 


Battle Against Breakage 


Shown in “Safepack Story” Original Kodachrome Films and 


yy Glass has come to be a symbol ° 

for fragileness. However, the battle Sound Tracks Processed Prior to 1955 
against glass breakage while in 

transit is being won by packaging 

techniques developed by the Shat- 

terproof Glass Corporation of De- 


troit. The story of their fight § Hour ’Round The Clock Service 
against breakage is now being 
told in a newly-released, 16 mm. (In at 8 4.m.—QOut at 4 p.m.) 
sound and color film, The Safe- 
pack Story, produced by Film 
Associates of Michigan, Inc. for 
Shatterproof. 
Shatterproof Glass Corporation 
is the largest independent manu- 
facturer of automotive replace- 
ment glass in the country. The pur- 
pose of the film was to tell Shat- 
terproof’s story of its research, 
testing, and development of pack- 
aging techniques for the safe ship- | 
ment of auto windshields. 
The audience which The Safe- 
pack Story is aimed at are in the 


fields of transportation, insurance, G > ‘ | Vj S ERY | F ES 
glass, packaging, and _ related P lal 

groups. A free loan print can be OF THE MIDWEST 
obtained from the Film Librarian, 

Shatterproof Glass Corporation, 247 EAST 
4815 Cabot Avenue, Detroit 10, 

Michigan. | 


ONTARIO STREET *© CHICAGO 11, ILLINOIS 
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The Dependable One 


There’s something very comforting 
about the way a Kalart/Victor pro- 
jector runs. Whisper quiet. Almost 
without effort. And above all, de- 
pendably. It’s always ready to put 
on your program. 

One reason is the lubrication 
system designed exclusively for 
Kalart/Victor projectors. Oil is 
metered from a large reservoir on 
“demand feeding” by means of a 
wick. Parts are given only the 
amount of oil they actually require. 
There can be no leakage because 
the oil travels upward through the 
wick by capillary action. One filling 
of this oil reservoir keeps the pro- 
jector running smoothly for some 


1,200 hours, or a full year of heavy 
use. What efficiency! 


Of course, there are a score of 
other features that contribute to 
Kalart/Victor’s reputation as the 
dependable 16mm sound projector. 
Your authorized Victor Audio- 
Visual Dealer will be more than 
pleased to point them out to you. 


Free —‘‘How Industry Profits 
from Films.” Booklet is packed 
with information on use of audio- 
visuals in every phase of business, 
from training to sales. Send now 
for your copy. Address your request 
to Victor Animatograph Corp., 
Dept. 4 


BE 


World's Most Experienced Manufacturer of 16mm Projectors 
VICTOR ANIMATOGRAPH CORP., DIVISION OF KALART, PLAINVILLE, CONNECTICUT 


Electronic machines are aiding railroad communications; data processing. 


Modern Science “Rides the High Iron” 


America’s Railroad Industry Turns to Computers and Research 


Sponsor: Association of Ameri- 
can Railroads 

TitLe: Science Rides the High 
Iron, 25 min., color, produced 
by Robert Yarnall Richie Pro- 
ductions. 


“Is my freight car on sched- 
ule?” the businessman asked—a 
question posed many times daily 
by railroad customers throughout 
the nation. 

And in the moment needed to 
feed the question to an electronic 
computer he got his answer: “Yes 
sir, your car left Chattanooga on 
train number 153 and will be on 
your siding tomorrow morning.” 


Multi-Billion Modernization 

The computer is an example of 
the practical results being achieved 
by a multi-billion-dollar railroad 
program of scientific moderniza- 
tion—a program dramatically de- 
picted in the new motion picture 
Science Rides the High Iron. 

As narrated by Chet Huntley, 
the film tells how railroads have 
teamed up with scientists and en- 
gineers to find new ideas and de- 


SOUND RECORDING 


at a reasonable cost 


| High fidelity 16 or 35. Quality 


guaranteed. Complete studio and 
laboratory services. Color prirting 
snd lacquer coating. 


ESCAR 


Motion Picture Service 


7315 Carnegie Ave. 
Cleveland 3, Ohio 


signs for improving operations and 
services. 

The story of progress in the in- 
dustry whose emblem is_ the 
flanged wheel—the only wheel 
that needs no steering—takes the 
viewer inside the modern labora- 
tories studying problems ranging 
from atomic locomotion to stress 
research. It shows such innova- 
tions as centralized traffic control, 
automatic classification yards, mi- 
cro-wave, electronic computers, 
piggybacking and containerization. 

J. Handly Wright at Preview 

The film was shown at a press 
premiere at the Four Seasons Res- 
taurant in New York, October 30, 
and introduced by J. Handly 
Wright, vice president of the 
A. A.R. 

Wright pointed out that the rail- 
roads have petitioned Congress for 
relief from the burden of over- 
regulation, discriminatory taxation 
and subsidized competition which 
“have all but overwhelmed the old 
iron horse at a time of expanding 
national economy.” 

But Mr. Wright emphasized 


LK 


NEW FILM TREATMENT FOR 
CONTINUOUS PROJECTION 





guaranteed not to bind 
up, even in high humidity. 
Gives the hardest, toughest, 
slickest finish to any film — 
new or old — regardless of 
previous treatments. Also gives 
longer wear for standard pro- 
jection. 

Write for brochure and price list. 


SALESFILMS cen.er'22, cote. 
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that the film sheds no tears. It 
positively portrays how the rail- 
roads “have done all they can to 
help themselves before appealing 
for legislative relief.” 


A Pioneer in Research and Development | 


Science Rides the High Iron is | 
illustrated by Bob Richie’s fine | 
pictorial sense. It was written by | 
Tom Orchard and directed by 
James Petrie. Ve | 


The Film Story of United Shoe Machinery’s.60-Year. Program 


ESEARCH AND DEVELOPMENT 

has taken a major role in U.S. 
industry within recent times but 
one New England firm was well 
along the path 60 years ago. At 
the turn of the century, United 
Shoe Machinery Corporation, Bos- 
ton, Mass. established its develop- 
ment department. Later known as 
the United Research Division, the 
facility has developed nearly 900 
new and improved machines to 
date. The story of these machines 
and their part in the manufacture 
of better shoes is the theme of Re- 
search Is Only the Beginning, a 
30-minute color film recently pro- 
duced by Bay State Film Produc- 
tions, Inc. 

Filmed in United’s Plants 

Filmed in United’s vast facilities 
in Beverly and Boston, the pic- 
ture highlights steps taken to in- 
sure efficiency and reliability in 
every piece of equipment designed 
and manufactured by the Company. 
In the Research Labs, machines 
are built up from custom-tailored 
pieces. Then motion time analysts 
step in with recommendations to 
promote speed of operation and re- 
duction of operator fatigue. En- 
gineers and designers finalize de- 
tails of function, materials and 
methods to assure ultimate per- 
formance. 

An exceptional sequence shows 
the art of casting and forging in 
United’s completely-equipped 
foundry. Color film and camera 
technique combine for a fine pic- 
torial representation of an age-old 
art. From forge, foundry and ma- 


} 


VA 


CREATIVE + IMAGINATIVE + PROFESSIONAL 


A Complete Service for Your Every Film Requirement 


6063 Sunset Boulevard 


HOllywood 4-3183 
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chine shop parts flow into United’s 
huge storehouse where aisles a 
quarter-mile long run _ between 
bins and racks holding millions of 
machine components. Here Un- 
ited’s parts system takes over to 
provide quick replacements when 
and where needed in the field. 


. of Many Men and Skills 


All along the line from Re- 
search to the installation of the 
completed machine in a manufac- 
turer's plant, the work of maity 
men, employing many skills, is 
graphically portrayed throughout 
the 30-minute film. 

Research Is Only the Beginning 
will eventually be made available 
to technical groups, schools and 
specialized audiences through 
United’s Boston headquarters. 


Below: scene from the United 
film “Research . . . the Beginning” 
a recent Bay State production 
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Or the top of a prospect’s desk. Or 
on a counter at point of purchase. 
Or in a hotel room for a sales meet- 
ing. Or anywhere. 


Moviematic and Duolite projec- 
tors by Kalart/Victor are designed 
for showing 16mm sound films 
where you want... when you want. 
No need to find a room suitable for 
projection, set up a separate screen, 
darken the room or align the pic- 
ture. These special-purpose (for- 
merly TSI) models feature a built- 
in TV-type screen for daylight pro- 
jection and use with small groups. 

Mov -matic models offer one ad- 
ditional feature—the repeater mag- 
azine—to provide maximum con- 


venience when you are featuring a 
particular film. No rewinding or 
rethreading necessary. Your mes- 
sage is repeated automatically. 


You may also use Moviematic 

and Duolite models as convention- 
al projectors with a remote screen 
for large group showings. Choose 
the model that meets your own 
specific needs. You may obtain a 
single projector—or a fleet—on 
rental, lease or lease-to-purchase 
basis. 
Get the full story on Moviematic 
and Duolite projectors. For infor- 
mation and the name of your near- 
est dealer, write now to Victor 
Animatograph Corp., Dept.4 


pices 


Moviematic and Duolite projectors formerly made by TSI. 
VICTOR ANIMATOGRAPH CORP., DIVISION OF KALART, PLAINVILLE, CONNECTICUT 
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OF IDEAS 





IT’S NOT ALL DONE WITH MIRRORS... 


But teaching people to look objectively at 
their own attitudes and abilities is 


an important part of training. 


That’s why the programs we produce .. . 
in films and other media... stress 
continuing self-evaluation as an 

added dimension to provide room for 
continuing growth. 


HENRY STRAUSS @& CO. iwc. 


31 WEST S3RO STREET NEW YORK 19. _ N_ Y 
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Announce Program of 


- BUSINESS SCREEN 


N. Y. Film Workshop 


With Emphasis on Results, the Film Producers Association and National 


Advertisers’ Group Co-Sponsor Full 


bigs FILM PRropucers Association of New 

York, with the cooperation of the Associa- 
tion of National Advertisers, has announced 
program details for a day-long advertiser- 
oriented workshop “How to Get Maximum Re- 
sults From Your Business Films” on Wednes- 
day, January 17 at the Plaza Hotel, New 
York city. 

The workshop program, beginning at 9 a.m. 
and continuing through 5 p.m., will feature a 
luncheon address by Roger Tubby, Assistant 
Secretary of State for Public Affairs. 


Welcoming Address by President Van Praag 


William Van Praag, president of the Film 
Producers Association, will open the Work- 
shop program with a brief address of wel- 
come, followed by the presentation “How Ad- 
vertisers Are Using Films Profitably” in such 
phases as merchandising and advertising cam- 
paigns new product introduction sharehold- 
er relations, customer relations, dealer training 
and expanding business abroad. 

Successful planning, budgeting, production, 
distribution and evaluation techniques now 
working for advertiser sponsors will be demon- 
strated and discussed in a series of round table, 
film and individual presentations by leading 
executives. Presiding chairman for the event 
is Willis H. Pratt, American Telephone & Tele- 
graph Co. and chairman of the ANA Audio- 
Visual Liaison Committee. Robert Bergmann 
of Filmex, Inc. is head of the FPA planning 
committee. Coordinator of the program is 
Wallace A. Ross, public relations counsel to 
the FPA and director of the American TV 
Commercials Festival. 


To Unveil an ANA Report on Budgeting 


Highlights of the program include distribu- 
tion of the new ANA report on budgeting for 
low, medium and high-cost productions. This 
report has just been completed with the coop- 
eration of the Film Producers Association and 
will be presented jointly by Alden H. Living- 
ston of the du Pont Company (for the ANA) 
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Day’s Program at Plaza January 17 


and Peter J. Mooney, of Audio Productions, 
for the FPA. 

A unique method of presenting outstand- 
ing business films that illustrate specific uses 
by advertisers has been devised. A battery of 
projectors, operating simultaneously, will pro- 
vide this “Screen-O-Rama” feature. 


Film Distribution Leaders in Panel Session 


All principal phases of the industry will be 
presented as film distribution facets are dis- 
cussed by Frank Arlinghaus, president of Mod- 
ern Talking Picture Service, Inc., and Ray 
Bingham, president of Association Films, parti- 
cipants in a panel on “Achieving Maximum 
Exposure for Your Business Films.” 

Laboratories, optical and other specializing 
film service organizations are contributing to 
the program feature on “Creative Contribu- 
tions.” A specializing presentation “Measuring 
Effectiveness of Your Film Program” will be 
made by C. T. Smith, General Statistician for 
Marketing and Public Relations of AT&T. 

Advertising managers and _ audio-visual 
executives from numerous companies will pre- 
sent case histories on their successful use of 
the film medium. Company sponsors and film 
producers throughout the U. S. have been so- 
licited for films, regardless of whether they 
are members of the ANA or the FPA. 


Case Histories of Successful Film Use 


Advertising managers and their invited 
agency guests can secure advance registration 
forms from the Association of National Ad- 
vertisers, 155 East 44th Street, New York 17 
or the Film Producers Association of New 
York, at 165 West 46th Street, New York 36, 
M.. a i 


histories of successful 
advertiser-oriented motion pictures are being 
compiled by the Editors of BUsINEss SCREEN 
from recent issues and further data is being 
sought in a nationwide survey for inclusion 
in a New York Workshop brochure. 


Epitor’s Note: case 


EDITORIAL PREVIEW 
OF NEXT MONTH'S FEATURES 


Here are a few of the many features 
scheduled to appear in the forth- 
coming Issue Eight of this magazine: 
oO ° oO 
“An Association Makes a Film” 
by John J. Mullin, Asst. Director, Public 
Information for the Glass Containe: 
Manufacturers’ Institute. 
oC ° 3° 
“The Michigan Story” Preview 
Michigan Consolidated Gas Company 
Pictures State’s History, Growth in This 
Jam Handy Motion Picture. 
o oO ° 
“Unseen Harvesters” 

\ Fine du Pont Motion Picture Is 
Featured in an Illustrated Review . . . 
oO o oO 
“Anatomy of an Accident” 
AT&T's Hard-Hitting Safety Film — a 

Jerry Fairbanks’ production . 
oO co ° 
More About 8mm Sound Projectors 
Eyre Branch reports new developments 
in this new motion picture dimension. 
oO oO oO 
Washington Film Commentary 
Mary Finch Tanham covers the nation’s 
capitol exclusively for this magazine 
. all the news of audio-visuals from 
behind the scenes and in the audience! 
oO co Oo 
Films on “Maintenance Painting” 
and “The Magic Hands of A.M.F.” 
oO oO °O 
“Meet the Marketing Maestro” 

A Profile on Adolph Wertheimer . . . the 
president of Radiant Manufacturing . . . 
° oe °° 
South Dakota’s “Open Door” 

The Story of Its State Libraries as 
picted by Producer Max Howe 
° oO o 
Picture Story: “The Call” 
The Work of Education in India 
oO oO oO 
Santa Fe Finds “Better Way” 
Film Story of a New Rail Line. . . 




























Pastors and laymen from throughout the 


pal Auditorium to premiere “Decade 


ExXAS Baptists—6,000 strong—jammed 
T the Austin, Texas Municipal Auditorium 
November 11 for the Hollywood-scale pre- 
miere of Decade of Decision 

A 21-minute 16 mm color film produced 


DECADE OF DECISION 


’ 


te 
cision a 


Sta 
u De 





of Texas gather at the Austin Munici- 
21-minute fund-raising picture 


They Gathered, 6,000 Strong, at This Film Premiere to Help 


Texas Baptists Launch a Crusade 


“Decade of Decision’ Aids Fund-Raising Campaign for Baptist Schools in State 


by Keitz & Herndon, Inc. of Dallas, Decade 
of Decision launched the 28 million-dollar 
Crusade for Christian Education, a fund-rais- 
ing campaign to support Texas Baptist schools 
and colleges, sponsored by the Baptist Gen- 
eral Convention of Texas. 

Of special significance is the fact that on the 
day of the premiere the Convention unani- 
mously agreed to ban the acceptance of di- 
rect federal and state funds by Baptist schools 
and hospitals. 

4,200 Churches and Missions to Show It 

While the 28 million-dollar drive will ex- 
tend until the end of 1965, the pastors of 
approximately 4200 Baptist churches and mis- 
sions will be able to screen the film for their 


At left: a Baptist lay 
TV detective Gregory Walcott stars as the on cam- 
produced 
by Keitz & Herndon of Dallas. Center: some of the 
of 6,000 who attended the 


premiere in Austin’s Municipal Auditorium 


preacher in private life, 


of “Decade of Decision,” 


ra norrator c 


audience 


enthusiastic 


congregations during the next six months of 
intensive campaigning. 

“How Can You Best Tell the Crusade 
Story?” is the title of a pamphlet distributed 
at the Convention to each of the pastors and 
laymen representing more than 3000 Texas 
Baptist congregations. 

Well-Fortified With Publicity Material 

The pamphlet incorporates suggestions for 
showing the film at worship and midweek serv- 
ices, church suppers, Sunday School and Train- 
ing Union assembly programs, youth fellow- 
ship meetings and other occasions. A perfo- 
rated reservation postcard within the folder 
enables each church to request the free film 
for “preferred” and “other acceptable” dates. 
Local sources of film projectors are also listed. 

Decade of Decision stars Gregory Walcott, 
who appears as Roger Haviland in the weekly 


Below: director Marty Young (I) receives “Eddie” 
award from co-chairman, Dr. E. H. Westmoreland 
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NBC-TV series 87th Precinct and is actively 
engaged as a Baptist lay preacher in private 
life. 

The personable young actor is also featured 
with Danny Kaye in his recent film On the 


Double and in The Sixth Man with Tony | 


Curtis. 
Hollywood production schedules prohibited 
Walcott’s appearance at the Texas premiere. 

Special “Eddie” Awards Were Presented 


But immediately following the showing, 
special “Eddie” awards were presented to 


Keith & Herndon’s Marty Young, director of | 


the film, and, in absentia, to Walcott. 

Crusade co-chairman Dr. E. Hermond West- 
moreland of Houston explained that the trophy 
name “Eddie” was chosen as a symbol of the 
film theme, “Education.” 

Presented in narrative style with dramatic 
close-ups of students and professional people, 
frequent changes of pace, skillful use of color 
and background music, and a limited amount 


of animation, Decade of Decision effectively | 


documents the need for Texas Baptist school 
and college funds. 


The Need is for Students and Buildings 


Such factors as the decreasing amount of 
Baptist students enrolled in Baptist schools and 
colleges, a present shortage of 2600 students 
in training for Christian vocational service — 
crucial needs for additional campus buildings 
— all are illustrated with graphic clarity and 
persuasive conviction. 

Within the State of Texas alone, this film 
may achieve new audience records. For there 
are more than 1.5 million members of Baptist 
churches in Texas, and virtually every member 
will eventually be exposed to Decade of De- 
cision via local showings. 
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Operator Billie Mead finds her “Answer for Linda” in her own work. 


The “Bell” Motivates for Service 


“An Answer for Linda,” an Intricate 


Sponsor: American Telephone & Telegraph 
Company (Bell System). 


TITLE: An Answer for Linda, 22 min., col- 
or, produced by Parthenon Pictures (Holly- 
wood). 


The long distance telephone operator is a 
busy girl and if she isn’t capable of multiple 
functions during her period at the board, 


| there’s discouragement and less efficient serv- 


ice for her callers. 

An Answer for Linda, 22 minutes, Ekta- 
chrome color, was produced to help Bell com- 
panies meet a training problem with both ex- 
perienced operators and those in training. The 
basic, technical description of its solution: 


| “Overlapping Techniques in a Mark Sensing 


| Mark Sensing 


Office.” (“Mark Sensing” is a form of toll 
ticketing adapted to computer handling. ) 
The mission of this employee-training 


| “skill” picture is to inform but it accomplishes 


that goal better than many through motiva- 
tion, inspiration and simple “one girl to an 
other” guidance. The “Overlapping” principle 
means that instead of an operator performing 
her tasks one-by-one, Indian file, she will do 
two or three or four things simultaneously, 
with several telephone calls “working” at the 
same time. Even experienced operators who 
have been workng with Mark Sensing for some 
years need this “refresher” training. 

But viewer resistance would be strong if the 
film’s series of ten basic long distance calls 


| were thrown on the screen. So this training 


element, a series of overlapping calls which 
thread the flm together, is framed by a believe- 


| able story-situation which makes the most ex- 
| perienced want to look closely at the action. 


Linda’s problem needs an answer. New to 
techniques, she’s concerned 
about loss of speed. She turns to friendly 
Billie Mead who doesn’t know the answer 


Skill Film, Trains Through Inspiration 


either, until she analyses that series of ten 
calls and finds that Linda’s “answer” is the 
“something more” she herself has been doing. 
That is, simply, “keeping one jump ahead.” 
The script for Answer for Linda was con- 
verted into a complex chart with every move- 
ment and sound detailed with utmost accuracy. 
Closeups and action along with switchboards 
were handled with great technical skill. The 
result is a highly-effective film, justifying it- 
self many times over in greater operator ef- 
ficiency and resultant customer satisfaction. 


Helping Linda 
Find the Answer: 


At Right: troubled 
Linda (played by 
Pat George) is con- 
cerned about her 
speed and turns 

to friendly Billie 
Mead for answer. 
Billie finds it 

to be “keeping 
one jump ahead.” 





* * * 
A Challenge 
in Production: 


At right: basically 
black switchboard 
would normally 
film as “nothing” 
but Parthenon’s 
crew met problen 
by creating re- 
flections, film- 

ing “bounce” of 
cross-lighting 

off black surface. 
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OKE'S 7oth BIRTHDAY 





Dramatic Presentations Translated Merchandising Principles to Practical 
Application as Coca-Cola’s Worldwide Bottler Family Convened in Florida 


RIGINAL Music, COLORFUL SETs with re- 
O volving stages, treadmills, giant rear- 
projection screens and a professional cast of 
twenty-five Broadway performers combined in 
Miami Beach this month to mark the 75th an- 
niversary convention of bottlers of Coca-Cola. 

The Coca-Cola Company, hosts for the 
spectacular three-day dramatic musical pre- 
sentation for bottlers, worked with The Jam 
Handy Organization to pull out all the stops to 
create a hard-hitting sales-and-entertainment 
show which turned out to be the biggest in- 
dustrial convention ever held in Miami Beach 
—a city that has seen some big ones! 


A “Milestone” in the Company's History 


Patrick L. O. Malley, vice-president and 
general sales manager of The Coca-Cola Com 
pany termed the convention presentation a 
“milestone” in the history of the well-known 
soft drink firm 

There are more than 1,000 bottlers of Coca- 


Convention scene reflects the enjoyment shared 


19th Century group as they were introduced 


nternationally-fan 


ous beverage 


Cola in the United States. Nearly 4,000 people 
arrived in Miami Beach for the convention. 
Officials of The Coca-Cola Company pointed 
out that this was the first such “national” con- 
vention of bottlers since 1948—and by far the 
biggest yet. 

Usually five or six regional conventions for 
bottlers are held on alternate years. Casts, 
crews, scenery and Company personnel move 
the convention around the country much in the 
manner of a large traveling show company. 
This time, however, since Coca-Cola is cele- 
brating the 75th anniversary of its birth this 


At the takes a 


left: it lot of “gear” to pro- 
big convention show. Backgrounds for 


were rear-projected on giant screens. 


year, the company decided to stage a single 
large national conclave. 


Produced by The Jam Handy Organization 


Overall production was handled by Jam 
Handy which stages most of the special meet- 
ing and convention activities for The Coca- 
Cola Company. Work began early in 1960 by 
members of the Company’s Bottler Sales Pro- 
motion Department under the supervision of 
Sam N. Gardner. The basic structural outlines 
of the convention presentations occupied the 
better part of 1960 since most of the material 
to be presented had to be based on the overall 


The opening sequence, “American Heritage” re- 
traced early history and principles which gave 
birth to the nation’s free enterprise system. 


marketing strategy for Coca-Cola throughout 
the next few years—and marketing strategy 
has a way of defying any finalized plans. 
Two professional script writers from Jam 
Handy plus a squad of promotion specialists 
in The Coca-Cola Company hammered out 
the sequence of scenes and basic ideas to be 
presented. Gradually through the spring of 
this year separate staging requirements began 
to emerge. Some parts of the presentations 
seemed particularly well suited to musical 
treatment so musical director Maurice Levine 
and songwriter Wilson Stone began to block 
out musical sequences with director Mike 
Stanley and choreographer Gene Bayliss. 


Cast Had to be Versatile . . . and Tall 


A semi-final script reading was given for 
officials of The Coca-Cola Company at its 
headquarters in Atlanta during August. Right 
after Labor Day, auditions were begun in New 
York giving actors who had summer commit- 
ments a chance to try out for the show. 

The cast was unusually large for an indus- 
trial show — twenty-five in all. Most of them 
had to have talents which included acting, 
singing and dancing. An additional desirable 
feature, especially for male members of the 
cast, was height. Because of the huge size of 
the Miami Beach Convention Hall stage most 
of the men eventually chosen for the cast 
ranged in height around 6’ 2” or better making 
ing it perhaps one of the “tallest” casts ever 
assembled. 

Intensive rehearsals began immediately in 
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Right: the entire 
chorus joins in on 
the special musical 
arrangement for 
Walt Whitman’s 
poem, “| Hear 
America Singing,” 
which was written 
for the anniversary 
convention show, 
climaxed segment. 


It’s the “Pause That Refreshes”’ 





as Coca-Cola’s Bottlers Enjoy 


Stirring, Original Music and Over 100 Dramatic Show Sequences 





New York rehearsal halls even while final 
script revisions were being made. Set designer 
Win Morton began construction of special 
scenery. The unusual length of the script — 
approximately equal to four standard-sized 
Broadway musicals—imposed a severe prob- 
lem on actors who had to memorize parts 
sometimes longer than normal dramatic plays. 
In addition they had special songs and dance 
routines weaved into more than 100 scenes. 

Six original songs — words and music — 
were written for the show. Also a special mu- 
sical arrangement was composed for the Walt 
Whitman poem “I Hear America Singing” 
which formed part of one of the sequences. 

A week prior to the opening of the conven- 
tion the entire cast and crew moved into Mi- 
ami Beach for final technical and dress _re- 


Right: lively dance 
numbers added 
color, excitement 
to each sequence, 
helping bring 

into focus new 
opportunities for 
salesmanship by 
Coca-Cola bottlers. 
This “Cheerleader” 
dance sequence was 
one of convention 
show’s musical 
highlights at 
Miami Beach ... 
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Left: the familiar 
“Coke” 


was translated in- 


trademark 


to many languages 
as musical scenes 
depicted worldwide 
markets. Here, the 
screen presents 
Chinese version 

as singer tells 
growth thru Orient 


hearsals. Also executives of The Coca-Cola 
Company, who had special parts in many of 
the dramatic and musical sequences, had to 
be rehearsed in their parts. 

On October 9 at 9:30 A.M. stage manager 
Gene Perlowin raised the curtain to the fa- 
miliar strains of the famous Coca-Cola theme 
song, and the show began. 

For three days, four hours a day, twelve 
full hours in all, the show unfolded. It traced 
the history of Coca-Cola from the iron kettle 
of Atlanta pharmacist Dr. John Pemberton in 
1886 to the most widely recognized and ad- 
veitised product on earth. It presented facts 
and figures about growth and marketing op- 
portunity and presented new plans for the fu- 
ture. The cast and producers received a stand- 
ing ovation as the final curtain closed. i 














Film Helps Tell Berlin’s Story: | 


Media and Truth Serve | 


the Cause of Freedom 





by Edward R. Murrow 
Director, U. S. Information Agency® 


HERE Rests Upon ALL oF Us today a 

sane sober sense of our “awful responsi- 

bility.” Discharging our small portion of 
that responsibility is the task of the United 
States Information Agency. We are engaged in 
that difficult to define area of telling our tale 
abroad and putting our policy plainly but pre- 
cisely in the primary terms of understandability. 
If this country believes that the end of the day 
will be carried not by force of arms but by 
force of persuasion, the job we do is a key to 
our very survival. I for one am persuaded 
that we have no alternative: we must persuade, 
or perish in the attempt. 

And so it is that we undertake to explain the 
terms of our existence to the species of man 
inhabiting this minor planet. We broadcast 
radio. We make films. We produce television. 
We wire-service local papers, print magazines 
and newspapers, and circulate pamphlets. We 
distribute books. We run libraries and informa- 
tion centers. We teach English. We package 
traveling exhibits, sponsor exchanges, semin- 
nars, and cultural groups. We seek to per- 
suade foreign editors. We consult foreign 
cabinet ministers. We talk to university stu- 
dents. In the process, we seek to convince that 
the goal we seek is a guide for enrichment and 
not a guise for enslavement. 

It is this, I suggest, that makes this genera- 
tion of Americans a rather unique strain of 
that unique animal called man. We seek not 
foreign dominion, not self-aggrandizement, 
but only the realization of those things in life 
that other peoples would have for themselves. 
Does anyone doubt for a moment that with the 
power this country can marshal and the press- 
ure we can focus that we could command the 
destiny of man if we so chose? It is a tribute to 
our way of life that we have chosen to let man 
choose his own destiny. 

And therein lies the nut of our difficulties. 
It is simple to impose one’s own will by force. 
It is far more bedeviling to let those wills 
develop as others would will them. 

Our adversary crushes freedom. We build 
it. Our adversary snuffs out the flickering fires 
of free choice. We seek to light them, then 
keep them glowing. Our adversary promulgates 
a premise of power. We postulate a precept of 
inviolate individuality. 

It is this that sets us off from our opponents. 
And it is this transmission of our hopes and 
our dreams, that engages my colleagues and me 
in the long execution of our many appointed 
tasks. We truly labor in the service of an ideal. 
Our days are long. I myself have never worked 
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*excerpts from the address by Mr. Murrow before 
members of the Public Relations Society of America 
at Houston, Texas ‘on Monday, November 13, 1961. 





Sponsor: Sperry Gyroscope Com- 
pany (Division of Sperry-Rand 
Corp.) 

litte: X Marks the Spot, 15 min., 
color, produced by Telic, Inc. 
From the depths of the sea, the 

missile-bearing Polaris nuclear- 

powered submarine is within firing 
range of 90 per cent of the world’s 
population and industry. With its 
invulnerable underwater base, the 

Polaris launching pad covers 140 

million square miles. It is an ex- 

traordinary weapon that becomes 
even more extraordinary in the 
light of the accuracies involved. 

To strike its unseen target, the 

Polaris submarine must know 
within a matter of yards where it 
is under the sea . within a frac- 
tion of a compass degree of which 
direction it faces, for a single de- 
gree in will throw the 
missile 20 miles off course. 


direction 


Has “Sense of Navigation” 


The navigational accuracy of 
this awesome striking force is the 
subject of a new film just released 
by the Marine Division of Sperry 
Gyroscope Company. It shows 
that of all the technical achieve- 
ments that have gone into this 
weapon system none is more im- 
portant that “the sense of naviga- 
tion” built into the submarine by 
Sperry Gyroscope engineers. 

X Marks the Spot documents 
some of the background of the Po- 
laris project—in which a nation- 
wide team of 7,000 industrial con- 
tractors built Polaris in the short- 
est time ever for a major missile 
system. Sperry’s work was concen- 
trated on the Gyro Navigator, a 
truly fabulous instrument — ultra 
sensitive to motion, oriented to 
the universe and the heart of the 
world’s newest, most accurate na- 
Vigation system. 


Work in Land-Locked Hull 


The film describes steps in the 
development of the system: the 
itself, the NAVDAC 
computer to provide navigational 
crosschecks, and the Navigation 
Control Console which ties in 
electronic navigators and com- 
puters of the submarine with their 
human counterparts. 

At one point where it became 
absolutely necessary to have a 
submarine to work in—when none 
were available—a landlocked hull 
was built in the midst of the resi- 
dential skyline of Long Island. 
Yet, the savings which ensued 
from experimental work on star- 
tracking periscopes in this hull 
more than paid for its cost. 

Chet Huntley, one of the nar- 
rators on X Marks the Spot leaves 


gyroscope 
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niet 





corners sree 


PROJECT POLARIS 


The Navigational Accuracy of 


America’s Nuclear 


Submarines Is Documented in This Sperry Picture 





us with this message: “With no 
fixed location, hidden beneath fa- 
thoms of water, the Polaris bran- 
dishes the threat of instant retalia- 
tion to any would-be aggressor. 


Polaris’ film scenes 
C. William Whall, market- 
of Sperry Marine Division 
narrator Chet Huntley 


The ultimate test of the 
system is continued peace. For 
if it is successful in the fullest 
sense it will never have to be 
used.” 


Talking over 


are (| 


ing mgr 
and (r 


Polaris 


* * * 


A Fine Co-operative Effort 


X-Marks the Spot was made by 
the co-production team of Sperry 
Gyroscope’s William Mount, who 
originated the concept and script 


treatment, and Telic, Inc., New 
York specialist company in co- 
production. It was written and nar- 
rated by Telic staff writer Will 


At right: underseas 
navigators on the 
Polaris submarine 

Theodore Roosevelt 
are the picture of 

concentration as 
they check a new 
control instrument — 

Sperry Gyroscope’s 

Navigation Control 

Console. In the 


picture (| tor) are 
Lt. William Johnson 
Navigation Officer; 
Chief Electronics 
Technicians Lonnie 
McCaskill (seated 


and John Williams. 


socrevenenenteatat 


Sparks (Chet Huntley—on cam- 
era—narrated opening and closing 
sequences), under the supervision 
of the producer-director team of 
Elwood Siegel and Edward Bough- 
ton. 

Telic partners Woody Siegel 
and Ed Boughton have long spe- 
cialized in solving unusual produc- 
tion problems for sponsors, agen- 
cies and even for other producers. 
In this case it was necessary to 
combine never-before-used docu- 
mentary footage of the U.S. Navy 
with the tough problem of shoot- 
ing—in color—in the extremely 
narrow confines of submarine 
hulls, yet with maintenance of full 
quality lighting. 

Special Lighting Was Devised 

Ed Boughton, who directed 
these interior shots, had to devise 
his own miniaturized, controlled 
lighting system, shoot in wide- 
angle, but avoid the inherent dis- 
tortion often produced in close-up 
wide-angle work. He has suc- 
ceeded admirably. 

Several channels of distribution 
are planned for the film. It will be 
shown to armed forces service or- 
ganizations, prints will be made 
available for public service televi- 
sion programs, and prints have 
been supplied to the Navy. 

Sperry Gyroscope’s self-inter- 
est in the film is to make it as 
clear as possible that navigation is 
the key to the whole missile sys- 
tem, and that the company is cap- 
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able of top performance in many 
aspects of aerospace science and 
technology. 

* oe %* 

X Marks the Spot is a real il- 
lustration of how a progress report 
picture composed of seemingly un- 
related footage can be skillfully 
edited and dramatized into an ex- 
ceptional public information 
film. Lye 


Psychiatric Film 


Top-Ranked Professional Film 


on Care of Depressed Patient 


Sponsor: Merck Sharp and Doh- 
me International. 

TITLE: Recognition and Treat- 
ment of the Depressed Patient, 
32 min., color, produced by Dy- 
namic Films, Inc. 


This film documents diagnostic 
work in the field of depression un- 
dertaken by Dr. Frank J. Ayd, Jr., 
a leading Baltimore psychiatrist. 
It shows methods of treatment 
used by Dr. Ayd (with amitripty- 
line |Elavil] and other anti-de- 
pressants) and explains the results 
obtained. 

The patients shown were all 
photographed, with their permis- 
sion, during sessions in Dr. Ayd’s 
office. Releases were obtained for 
professional use outside the 
United States, only. 

Made by hidden cameras at 
times, when patients were not 
alerted, the film is most revealing, 
and has been highly acclaimed in 
its recent premiere before the In- 
ternational Psychiatric Congress in 
Vienna. It will be available abroad 
in English, French, German, Itali- 
an and Spanish language versions. 

Sol S. Feuerman was producer 
for the Medical Dynamics Divi- 
sion of this company. ye 

a a ok 
A Short Film from Bissell 
Offers “First Aid to Mother” 


% Bissell, Inc. is getting its sales | 


message across to women in a 4} 
minute color film produced by 
Victor Kayfetz Productions, Inc. 

To show Bissell products in use 
— a floor scrubber, vacuum clean- 
er, upholstery cleaner and carpet 
sweeper — First Aid to Mother 
created a story around a_ busy 
woman about to start a clean-up 
operation after a children’s party. 
The house is in disarray. The 
phone rings and Hubby informs 
her that he is bringing a guest 
home for dinner. 

Thanks to the Bissell products, 
the busy mother gets the house 
cleaned with time to spare. & 
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MOVIES HAVE COME A LONG WAY...SEE HOW FAR 





oe seen 





PAN-AMERICAN WORLD AIRWAYS ADROITLY PROMOTES FIVE TRAVEL. FILMS 


| as New FILMS were pre- 
viewed by Pan American 
World Airways at a Film Festival 
in the Johnny Victor Theatre, New 
York, November Ist. The five: 
Pink Sand, Blue Water; on Be-- 
muda; Turkey; Ski New Horizons, 
Hong Kong/Singapore; and State 
50, on Hawaii, were presented on 
three different film gauges to show 
the broad range of media that 
Pan Am’s travel film series now 
serve. 
Show in All the Dimensions 

For instance, Turkey and Ski 
New Horizons were shown in 
35mm Cinemascope, as for their 
theatrical destinations. Pink Sand, 
Blue Waters was shown in 16mm. 
Other pictures were shown in 
16mm and in the Johnny Victor 
anteroom on Fairchild 8mm Cine- 
phonic projectors, as well. 

Each film was introduced by a 
pretty girl from the New York 
office of the travel bureau of the 
country pictured, and dressed in 
“native” costume — such as Ber- 
muda shorts. 

Reach 150 Million Each Year 

Pan Am now provides film 
showings for 150 million persons 
a year, according to Admiral H. 
B. Miller, the airlines director of 


| This comely lass helped to _intro- 


duce “Ski-New Horizons” picture. 


1961 


public relations. In addition, 35mm 
Cinemascope travel films are pro- 
duced by both 20th Century Fox 
and Universal-International in col- 
laboration with Pan Am for the 


Admiral 
Pan-Am’‘s 


H. B. Miller, 
Public 
duced film festival offerings 


Director of 


Relations, _intro- 


theatre circuits here and abroad, 
and reach an audience of 250 mil- 
lion persons a year. 

With 32 titles and 3,000 prints 
in distribution, Pan Am’s film li- 
brary is the travel world’s largest. 
Standards for the promotion films 
are set by Willis G. Lipscomb, 
Pan Am’s Vice President, Traffic 
and Sales, and the program is ad- 


And this miss in Turkish garb pre- 
ceded “New Horizons-Turkey.” 


ministered by Murray Barnes, Di- 
rector of Advertising. 

Michael Krupnick, Manager- 
Speical Features, directs the world- 
wide film program assisted by 
Florence Mouckley, Manager- 
Films, who keeps close rein on 
thousands of 16mm _ subjects in 
constant circulation and 16mm 
and 35nim subjects in transit to 
television stations and theatres. 

ca * of 

How to Promote the Medium 

Some of the most interesting 
and _ well-designed promotion 
pieces to cross our editorial desk 
in a long while, preceded and 
publicized this recent Pan-Am 
film “festival.” 

In addition to a colorful descrip- 
tive folder, there was a fine setup 
of a response card and the mailing 
included a pair of attractive “du- 
cats” for admission to the Johnny 
Victor Theatre. 

The company’s Public Relations 
Director (Admiral Miller) took 
time out to personally welcome 
the previewers and, as noted, 
there were those comely girls in 
appropriate costumes who intro- 
duced each of the pictures. Variety 
of projection, excellent promotion 
and interesting pictures combined 
to set a fine example of the art of 
sponsored film previewing. I. 


“New Horizons-Hongkong & Singa- 
pore” brought on this Oriental miss. 
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Jet Terminal: a visit to Idlewild 


Design Speaks For Itself as This Color Picture ‘Tells’ a Warmly Human Story 


NE OF THE MORE unusual business spon- 
sored films now being shown to school 
and club audiences across the country is 

Jet Terminal, Pan American World Airways 

new motion picture on the airlines’ recently 

completed terminal at Idlewild Airport, New 

York. 

Aside from a brief, one-line introduction 
and closing, this 18-minute, color film has no 
narration or dialogue, and contains a major 
sequence of dramatic action photographed at 
eight frames per second — or, so it seems, 
several frames faster than the Keystone Kops. 

Pointing Up Terminal Services, Features 

When Pan Am originally asked Coleman 
Productions, New York, to create the film, 
Michael Krupnick, Manager Special Projects, 
specified that the picture had to be different — 
as bold and exciting as possible in line with the 
advanced design of the airline’s new building. 

Pan Am wanted to point up the many ways 
in which the terminal serves the public and its 
many unique features such as its cantilevered 
roof under which planes can pull in to protect 
the traveler in bad weather 

During weeks of preliminary research, writer 
Harvey Yale Gross interviewed all pertinent 
Pan Am officials and the architects, engineers 
and designers of the then-unfinished building. 
He personally explored the place floor-by-floor 
and space-by-space from top-of-the-roof 
bottom-of-the-basement. 

At the end of this research Gross had filled 
a fat notebook with a million facts: the number 
of tons of sand holding the roof down, why the 
building had the largest air curtain, why it was 
the greatest this and the most impressive that. 
Then he threw the book away. 


to 


Building Design Can Stand On Its Own 


What would have resulted, he thought, 
would have been an architectural film filled 
with the right statistics, interesting architectural 
shots taken at odd angles that an audience 


would sit through, be by, 


impressed and 


This 


appealing youngster nearly stole 


Above: Father sees the family off on a trip 


to Europe 


forgot 


via Pan-Am jet and (below 
the baby, but only for a minute. 


she 


— a Pan Am picture for the public 


promptly forget. Secondly, the architects had 
indicated that they felt the design of the build- 
ing was so clear that the public, on entering, 
would need no guidance, but could tell at a 
glance how the building functioned. Taking 
this cue, it was decided that no narration or 
dialogue would be needed. If the terminal was 
easy to understand visually, why give 
lengthy verbal descriptions? 

Instead, producer Harry Coleman presented 
to the client a proposal to do the film as an im- 
aginative and humorous recounting of a family 
to take a trip. We would see the family, from 
the time of their awakening in the early morn- 
ing to the time a Pan Am jet would carry mom 
and kids off to a visit with her parents in 
Europe. 

Nothing in particular would happen, there’d 
be no “big” dramatic sequences, just a small 
film about a small family. But we all know 
how a family gets up, eats and washes, why not 
compress the time three-fold, and condense 
their action into a perception of these events 

a selected viewpoint, rather than naturalistic 
exposition? (This would also get to the “pro- 
duct” faster — in a funny way.) 

Consider a shooting script 48 pages long, 
with no narration of dialogue specified in the 
right hand column! Imagine the reaction of a 
sponsor who looks in vain for the “message,” 
for phrases of even subtle praise for Pan Am, 
and who flips page-after-page, and finds nary a 
word. But, Pam Am liked it right from the 
start, approved the concept and the script. 

Filming went on over a period of several 
months, at times dependent on the finishing of 
certain building details. Cast photography took 
six concentrated days. All the actors and ac- 
tresses were faced with problems of conveying 
facial expressions and body action at a camera 
speed of eight frames. 

Achieve “Natural” Effect in the Editing 

Editing of the film presented some unique 
problems — cutting an eight-frame-per second 
sequence meant re-examining the techniques 
of the cut itself: if the action would be matched 
in a conventional way, the cut would appear 
“slow.” It was actually necessary to abandon 
the best match of the action, and introduce a 
consistent “jerk” by removing two frames at 
either end of the cut, thus making the final 
effect seem natural. 

The composer, George Kliensinger, was 
given the dream assignment — asked to write 
an 18 minute score that would be heard in its 
entirety, without interruption, and without 
being lost under a mass of rhetoric. He has 
produced one of the best scores of his career, 
based on motifs that were associated with each 
of the characters. The escape of a yellow bal- 
loon from the little boy’s hand to the roof of 
the terminal near the end of the film is made 
memorable by its poignant musical treatment. 

Jet Terminal is one of the happy examples of 
a film in which every one associated with its 
production was grateful to the client for being 
given the freedom to create an out-of-the- 
ordinary picture. It was produced and photo- 
graphed by Harry L. Coleman, written and di- 
rected by Harvey Yale Gross. mg 


so 
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— and a film to promote air cargo 


NE OF THE Most IMPORTANT problems 
of progress is how to reduce the gap be- 
tween new facts and old attitudes. In 

any industry, the “physical retooling” needed 
to exploit technological advances can general- 
ly be accomplished far more rapidly than the 
complementary “mental retooling” of person- 
nel or customers. 

With the large-scale deployment of jet fleets, 
air cargo transport has advanced to the point 
where it now offers an entirely new concept ot 
international marketing. Yet full acceptance of 
this concept, and full utilization of its poten- 
tial, is hampered by a lingering image of air 
shipment as mostly suited either to emergency 
situations or to the delivery of highly perishable 
merchandise. 

For Customer Showings by Cargo Salesmen 

To help its Cargo Sales Personnel show 
customers how modern air transport oppor- 
tunities far outweigh traditional objections, 
Pan American is using a new motion picture 
. World Marketing in the Jet Age 
produced by Henry Strauss & Co. 

The film . . . which runs twenty minutes in 
color . . . is designed primarily as a sales pro- 
motion tool but is also intended for internal 
training. It has a number of separate, but inter- 
locking, themes . . . and interweaves documen- 
tary with photoplay techniques for presenting 
its message. 

From the starting point of a typical medium- 
sized company, whose operations in the inter- 
national market are hampered by delayed de- 
liveries, the film shifts to fascinating footage of 
far Eastern cart and camel transport . . . to dra- 
matize the enormous historical change in the 
problem of getting goods from producer to con- 
sumer. 

Entire World’s a Merchandise Counter 

It illustrates the constantly accelerating pro- 
cess of market expansion that has made the en- 
tire world a shop counter for the distribution of 
any manufacturer’s merchandise . . . and shows 
how this has created a competitive situation 
where even the most non-perishable products 
can become “perishable” if they arrive “too 
little or too late”. Skipping over the centuries, 
we move to the twenty-four-hour day of mod- 
ern jet transport, where under floodlight and 
sunlight a never-ending stream of cargo rang- 
ing from fragile earthenware to mammoth 
earth-movers enters a_ globe-circling aerial 
pipeline. 

This visually exciting depiction of Pan 
Am’s technical facilities and highly trained 
manpower sets the psychological stage for 
introducing a major concept . . . how distribu- 
tion can become a vital competitive asset .. . 
and how advanced methods of distribution 
can make possible advances in production, 
packaging, merchandising, marketing, sales 
promotion, and many other facets of a com- 
pany’s operation. 

Returning to the specific problem with 
which it started, the film picks up a Pan Am 
salesman as he makes his presentation to an 
interested, but skeptical, audience of company 
executives. Here he meets one of the key hur- 
dles in selling air cargo . . . the fact that on a 
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Dramatic night scene shows the loading of “Clipper Cargo” on one of Pan-Am’s 


simple ‘“‘cost-of-carrying” basis the expense 
seems to be prohibitive in any but exceptional 
cases. To overcome this objection he uses two 
lines of reasoning. 

Noting Other Overseas Distribution Costs 


First . . . as the salesman points out, ship- 
ping costs, by whatever means, are only a part 
of the real total cost of overseas distribution. 
Other cost-factors that may be hidden in the 
way bill, but turn up in the company’s overall 
expense accounting, include such items as: in- 
ventories (both domestic and overseas); ware- 
housing charges; packaging costs; insurance 
rates; and liquid capital, available in larger 
amounts because of speedier delivery of mer- 
chandise. 

These, and similar dollar-saving factors, not 
only help to balance the discrepancy between 
air and surface shipping costs . . . they lead to 
the second major sales point . . . how air cargo 


Below: an automobile goes abroad in the hold 


of a Pan-American Boeing 707 cargo “Clipper 


in this scene from “World 


Marketing” film 


huge 


World Marketing in the Jet Age 


Visualizing Its Advantages, Pan-American Bids for Overseas Air Cargo Business 


transports 


opens entirely new overall marketing possibili- 
ties. 

Smaller inventories of any given item per- 
mit a more varied inventory of many different 
items . . . hence a more flexible merchandising 
policy geared to meet swiftly changing market 
conditions. 

Lighter packaging and less in-shipment 
handling can help to eliminate production 
problems, since items designed for export can 
be handled with the same procedures as those 
for domestic sale. 

Lower insurance rates, savings in warehous- 
ing, and less money tied up in merchandise 
which is non-productive while in transport, 
open new and enlarged purchasing opportuni- 
ties. 

Speed of shipment allows delivery, mainten- 
ance, and replacement commitments previous- 
ly impossible . . . hence more attractive sales 
promotion prospects. 

Three Advantages of Jet Cargo Service 

And . . . added to these general advantages 
of air cargo . . . the film points up these three 
specifics of Pan American Jet Cargo Service: 

1. World-wide information facilities from 
114 trade centers in 80 foreign countries to re- 
lay up-to-the-minute facts on  fast-breaking 
market developments and opportunities. 

2. World-wide transportation service for 
exports and imports to any place in North 
America . . . with a single documentation pro- 
cedure to cover all handling. 

3. World-wide representation facilities with 
Pan Am agents available to supervise ship- 
ments and represent the shipper with the ad- 
vantages of full familiarity with local regula- 
tions and practices. 

Though it provides much specific informa- 
tion, World Marketing in the Jet Age should 
be equally useful from the standpoint of the 
questions it stimulates . . . giving the salesman 
the opportunity to provide individualized an- 
(CONCLUDED ON PAGE SIXTY-THREE) 
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COLOR CO 


A Prize Kodak Picture Shows the 


ow Do You TELL the story of c’eativity, 
a highly subjective matter rooted deeply 
in the imagination? 

Well, one approach is to tell it without a 
plot, in a serving of colorful fragments blended 
together into an artistic composition of incon- 
gruity 

That's what Color Collage does in its 20- 
minute tribute to the creative ability of the 


2 
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Role of Creativity in Photography 


nation’s art directors and photographers and 
their use of color photography in advertising. 

The purpose of the 16mm color sound film 
is simple enough—to spotlight the talents and 
accomplishments of two highly artistic profes- 
sions. 

Planning and production of the film were 
far from simple, however. They represented 
a bold, daring experiment in challenge, an ap- 





peal to the imaginations of some very imag- 
inative people. Stan Sobel’s script was the 
launching point for this eye-provoking color 
motion picture. 

The result is a free form mixture of color 
and ideas, a mixture which seeks to jog the 
imagination with fantasy and whimsey by 
providing a rare visual stimulus. 

Although the movie is “plotless,” the mes- 
sage it leaves is clear: 

“Creative Idea Must Be the Birthplace” 


“The creative idea must be the birthplace 
of distinguished and effective advertising. But 
ideas without communications are hardly fruit- 
ful motivators in the market place.” 

More specifically, the viewer is reminded 
that photographic color has long been a suc- 
cessful medium as a story-teller, because the 
reader of advertising finds in it a familiar, 
realistic, and trustworthy describer. 

The reader is familiar with photography 
since its images are all around him—on tele- 
vision, in the snapshots of his children and 
activities, and editorially, in his magazines and 
newspapers. He regards it as realistic and trust- 
ful because he has been conditioned to photo- 
graphic proof. 

Experience and Talent Make the Marriage 


But the point is made in the film that despite 
photography’s reputation for realism, the ex- 
perience and talent of both photographers and 
art directors have married beauty, mood, and 
emotional impact to the once literal image. 

Moreover, the film shows that color photog- 
raphy can now execute almost any creative idea 
in a multitude of ways, without sacrificing the 
most important ends of the advertising pres- 
entation—reader recognition and acceptance. 

Several high-key, high-quality still pictures 
were used in the production to achieve un- 
usual vignettes. Patterns for the vigenttes were 
made from cotton, sprayed with a dulling com- 
pound to produce the right light intensity, then 
moved about until the desired effect was es- 
tablished. 


“White on White” Shots Are Most Dramatic 


Some of the most dramatic sequences in the 
film are white on white shots, an extremely 
difficult technique for movies. These were 
made by directing high-powered lights into the 
background to overexpose it, while maintaining 
foreground lighting at aperture level. 

Color Collage was filmed in Kodak’s Ro- 
chester, New York studios. Still photos and 
animation for the movie were prepared by 
Visualscope Inc. in Manhattan and contribute 
important to its interest. 

The film is now available free of charge for 
group showing to art directors clubs, profes- 
sional photographic organizations, graphic 
arts societies, advertising agencies, art galler- 
ies, educational institutions, business, industry, 
and other interested groups. 

To schedule bookings of Color College, write 
to the Professional Sales Division, Eastman 
Kodak Company, Rochester 4, New York. 


In the Pictures (top and bottom): these white-on- 
white shots helped win Golden Mercury award 


for “Color Collage” at the Venice Film Festival 





RECORD NUMBER of 
members of the Industrial 
Audio Visual Association 
were on hand for this year’s Na- 
tional Fall Meeting, held at the 
duPont Hotel in Wilmington, 
Delaware, October 23-26. Over 50 
companies were represented by 
their audio-visual executives. 
Wilmington—“an 8 AM town” 
—as the program announcement 
had stated—was an appropriate 
setting for the fall workshop meet- 
ing of industrial audio-visual ex- 
ecutives, who maintained a _fast- 
paced schedule of activities begin- 
ning at shortly after 8 AM and go- 
ing on after midnight, daily. 
Acting as host to the IAVA 
group, Alden H. Livingston, of the 
duPont Company, provided a 
beautifully-mounted setting for the 
meetings organized by Program 
Chairman Daniel Rochford 


Alden 
Company, 


the duPont 
meeting host. 


Livingston, of 


was fall 


(Standard Oil NJ), with his com- 
mitteemen Frederick Beach (Rem- 
ington-Rand), William Connelly 
(Union Carbide), Frank Rollins 
(Squibb), and Mr. Livingston. 


Room Becomes A-V Workshop 

The duPont Hotel’s duBarry 
Room was efficiently transferred 
into a first-class audio-visual 
workshop featuring a large rear- 
projection screen set in handsome 
curtained wings and concealing a 
full battery of audio and visual 
equipment faultlessly operated 
throughout the meeting by du- 
Pont AV men Bill Davis and Jay 
Cummings. 

Eight new members joined the 
Association during the meeting: 
Peter Crane (Johnson’s Wax), 
Fred Lloyd (American Republic 
Insurance), Kenneth Morton (Al- 
coa), C. W. Ryan (Idaho Power), 
Bernard Sherman (Schering), Jo- 
seph Stanaland, Jr. (Southern 
Bell), Ira Thatcher (United Air- 
lines), and Charles Woehrle (Min- 
nesota Mining). 


Alden Livingston (duPont) 


- 


Wilmington, Delaware is an “early” 


town 


and the day’s work begins at almost dawn these late fall months 


DU PONT HOSTS FALL MEETING OF AUDIO-VISUAL EXECS 


opened the morning session on 
October 24 by orienting his fellow 
members on the city of Wilming- 
ton. He described some of the ac- 
tivities of his company’s motion 
picture department, of which he is 
manager, and displayed some brief 
samples of the department’s recent 
projects. 

President Outlines Objectives 

Objectives of the conference— 
“Increasing Management’s Suc- 
cess in Its Relations With Custom- 
ers, Employees, Owners, Govern- 
ments and the Public Through 
Better Audio-Visual Communica- 
tions’—were outlined by IAVA 
President Kenneth Penney (Min- 
nesota Mining). 

Program Chairman Rochford 
introduced Henry T. Claus, Board 
Chairman of the Wilmington 
News-Journal, who officially wel- 


Below: learning how visuals are brought to under-developed countries via sun-powered projection are (| 
Ralph Fairchild (LeTourneau 


Frank Rollins Davis 


Squibb); Bill 





Dan Rochford (Standard Oil, N. J 
chairman of fall 
introduced newspaper chairman 


was program; 


comed the IAVA group, meeting 
for the first time in Wilmington. 
Robert K. Daker, President of 


Nationwide _Ins.); 


Seminar, Inc., got the workshop 
program under way with a talk 
about new advances in “ASIIB”— 
Automated Self Instruction in 
Business. Mr. Daker, a leading au- 
thority on programmed learning 
for many years, said that an im- 
portant problem of our education- 
al system is that while we may oc- 
casionally have five million unem- 
ployed people in the United States, 
there are seven million jobs look- 
ing for the right people to fill 
them. Our 40 billion dollar educa- 
tional system does not seem to be 
training people for the available 
jobs. 


Industry Must Teach Math .. . 

The solution, Mr. Daker said, 
may be that industry will have to 
take on more and more of this ed- 
ucational process—start teaching 
higher math to ordinary guys be- 
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WHAT'S AHEAD IN AUDIO-VISUALS: 


(CONT'D FROM PRECEDING PAGE) 
cause the schools have not. He 
cited a recent FoRTUNE prediction 
that the corporation of the future 
will be an educational institution. 
It will spend most of its time train- 
ing people to run its increasingly 
automated factories and computer 
systems. 

The change in education, Mr 
Daker predicted, will be away 
from an expository form into one 
of programmed stimulus and res- 
ponse. It has been found that a 


Ira Thatcher, U 
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man will learn faster and better if 
he is made to constantly respond 
during the learning process. 

Such concerns as Eastman Ko- 
dak and IBM are now using auto- 
mated learning procedures with 
some degree of success, Mr. Daker 
said. In programmed instruction 
an important consideration is that 
may be individual— 
easily fit in with the regular work 
schedule, and permit each student 
to go at his own pace. 

However, although automated 
learning is making fast advances, 
we still have many problems to 
solve. 


“classes” 


There are great “horrors” 
of teaching machines—with many 
mechanical problems, great diffi- 
culty in handling, and there is 
much floundering in method be- 
tween opposing schools of thought 
While the audio-visual machines 
have their problems, the “scram- 
bled books” have others. Mr. Da- 
ker said he believed 
men have great 


audio-visual 
contributions to 
make in automated teaching. He 
urged LAVA members to consider 
the problems and start working 
on the answers. 

Branch Reports on 8mm Sound 

Eyre Branch, recently with 
Standard Oil (NJ) but now re- 
tired and an audio-visual consul- 
tant and head of his own firm, 
Noel Enterprises, presented an 
illustrated round-up of the latest 
information on 8mm _ sound. He 
pointed out that over 34 pieces of 
8mm sound equipment are now 
“on the market” but with greatly 
varying degrees of availability 

[wo new pieces of 8mm _ sound 
equipment which are available are 
the Fairchild Cinephonic and the 
MPO Videotronic 8, both repeater 
projectors, which 


were demon- 


Bill Pratt of AT&T gave “Plan 
to Inform Management About Film 


Effectiveness” in his talk 


strated by Richard Goldberg, of 
Fairchild, and Judd L. Pollock, of 
MPO. Both of these machines are 
now going out in good quantity to 
industrial users. 

Education and Training Abroad 

Gale C. Griswold, of the Inter- 
national Cooperation Administra- 
tion, a featured speaker at the 
luncheon on October 24, told of 
the problems of educational and 


vocational training systems in 
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Iministration with 


many undeveloped countries where 
audio-visual aids would be desir- 
able and efficient “teachers” but 
where power for projection lamps 
is unavailable. 

One solution to the problem 
was invented by an ICA man in 
Afghanistan who put together a 
rear-screen stripfilm projector fa- 
shioned from the ever-present five 
gallon oil can, a_ spectacle lens 
and a simple mirror to reflect sun- 
light. The whole thing was put 
together with these universally 
available materials at a cost of 
less than five dollars. In operation, 
the projector is placed so that the 


Above: Russell J. “Pat” Haynes 
of Ford (|) with D. G. Treichler, 
Socony Mobil, as they viewed the 
sun-powered projector showing 


Oy, 


Close-up of sun-powered projector. 
p p 


Above: |AVA members gather ‘round as Gale Griswold demonstrates the 


sun-power projector 


Normally, this still projector would be inside the 


window of a primitive school with mirror catching sun rays just outside. 
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John Flory, Eastman Kodak, spoke 
on “What's New at Eastman” with 


a review of technical advances. 


screen is inside a window, or in 
shade, while the mirror is placed 
in the bright sun and _ focussed 
through the stripfilm and simple 
lens. 

Mr. Griswold said that the pro- 
jector was finding rapid accep- 
tance everywhere. He said that 
there were 800,000 small villages 
in India, alone, where the sun- 
powered projector would be use- 
ful. Afghanistan now has 250 of 
the projectors and Iran 100. Iran, 
in fact, is extending a helping hand 
to the spirit of international co- 
operation by building projectors 
for use by less well developed 
countries. 

The Iranian projectors, one of 
which was demonstrated for IAVA 
members, are more refined than 
the original models. Nevertheless, 
they are still made from easily 
available supplies and cost less 
than twelve dollars. 

A-V Answer for Sales-Service 

During the afternoon of Octo- 
ber 24, the IAVA group went out 
to duPont’s new Elastomers Lab- 
oratory at Chestnut Run for a case 


“Red” 


film 


Above: 
ced the 
Elastomers” 


Ballantine introdu- 
“Report on du Pont 
describing _ this 
problem 


a-v 


answer to sales-service 
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history presentation of how the 
Elastomers Department solved a 
sales-service problem. One of the 
solutions, a motion picture, A Re- 
port on duPont Elastomers, was 
screened during the presentation. 
A tour of the laboratory followed, 
with hosts Andrew “Red” Ballan- 
tine, Don Forman, and Bob Le- 
Comte, of the Elastomers Depart- 
ment, leading the way. 

After a short trip along the his- 
toric banks of the Brandywine 
River, the IAVA group visited a 


session: 
to duPont 
Dan Rochford 


Night 
points 


Aldie Livingston 
booth as chair- 
takes 


man breather. 


notable museum with an outstand- 
ing use of audio-visual displays. 
The Hagley Museum documents 
life along the Brandywine in early 
times and shows the emergence of 
the first industrial pioneers in the 
paper, flour-milling, iron and gun- 
powder trades. The museum inte- 
grates motion pictures, slides, re- 
cordings and other audio-visual 
tools with extraordinarily beautiful 
and complex working models. 
Past—Prologue to the Future 
IAVA’s Fall Banquet looked 
both backward and forward. James 
Craig (General Motors), IAVA 
Vice-President and Historian, re- 
counted some of the highlights of 
past conventions and workshop 
sessions of the association, enliv- 
ened by filmed episodes of a meet- 


IAVA 
Penney spoke on future needs 


Kenneth E 


Below: E 


president 


1961 





At nightly sessions like this, keenly-interested members continued discus- 


sions unti! after midnight hours. At 


onstrated facilities, activities of 


duPont’s 


this session, Alden Livingston dem- 
Motion Picture Department 


Jay Cummings and Bill Davis of the duPont Company’s Motion Picture Depart- 
ment handled all projection arrangements — provided fall meeting guests 


with some of the 
ing several years ago in the Twin 
Cities. Kenneth E. Penney (Min- 
nesota Mining), IAVA President, 
looked ahead to many of the au- 
dio-visual advances we may expect 
in the not too distant future. 
IAVA’s sessions on October 25 
were devoted to member reports, 
case examples and interchanges of 
experiences which have proved so 
valuable to members in past meet- 
ings. Two of the reports presented: 
Sheldon Nemeyer (General Dy- 
namics), on the audiovisual cen- 
ter, and William J. Connelly (Un- 
ion Carbide), on visualizations for 
pre-testing scripts, have since ap- 
peared in BUSINESS SCREEN. 
Another interesting report — from 
William Buch (Lederle Labs), on 
an exciting new visual tool, the 


Below: three family groups attended 
left; Mr. and Mrs. 
Michigan Bell 


re at 
Reynolds 


© 


) 
@ 


Vincent Hunter 
at extreme right 


e 
Sy | av. 


most professional showings in the association’s history. 


Scrollfilm, will appear in an early 
issue. 

Evening Round-Robin of Films 

On the evening of October 25, 
IAVA members and guests met in 
the duPont auditorium for a 
round-robin film showing, under 
chairman Fred Beach (Reming- 
ton-Rand), that went on until the 
early hours of the morning. These 
screenings are indicative of the 
shirt-sleeve aspects of much 
IAVA_ work. Many members 
brought films to show, and éach 
was followed by a general critique 
of content and style. 

Between the acts of this session 
the IAVA group was treated to an 
inside-look at the duPont motion 
picture department’s offices and 
exceptional working rooms. Alden 
fall banquet. The Alden Livingston: 

UP Mr. and Mrs. Bill 

All photos by Bob Seymour 


a" 
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center; 





Sheldon Nemeyer, 


nted 1¢ 


Jerry Curto, 


INDUSTRIAL A-V EXECUTIVES MEET: 


(CONT'D FROM PRECEDING PAGE) 
Livingston and his staff have thei 
facilities near the auditorum, 
which they also operate. The audi 
torium booth has 35mm and 16 
mm motion picture projection 
equipment, slide and slidefilm pro 
jectors of many sizes, and one of 
the aids in the 
place—an overhead projector with 
40-inch lens for the long throw in 
auditorium use. Mr. Livingston, 
whose audio-visual activities on a 
production or consulting basis ex 
tend “across the board” for du 

Pont, showed efficient new posting 
systems for film distribution con 
trol, closed circuit television room 
providing TV facilities for the 
managers of the company’s adver 

tising departments, and other fa 

cilities in use at this leading in- 
dustrial audio-visual establishment. 


most-used visual 


Keeping Management Informed 
Opening the session on October 
26, Willis H. Pratt, Jr. (A.T.&T.) 
presented “A Plan to Inform 
Management About Film Effec- 
tiveness.” Mr. Pratt advised his 
conferees to keep track of the 
positive aspects of their work, keep 
records of the good effects of film 
activity, both in physical audience 
Statistics and in psychological stud- 
ies of how audio-visuals do an in- 
formation job. All this material, 
Harvey Plants, General Foods, wa 


active in topical go-arounds 


he said, should be regularly pie 
sented to top management throu; 
every channel available 
every opportunity 


and 


New Kodak Films and Equipment 
Kodak's 
Industrial 
“What's 
Koda 


John Flory, Eastman 
chief liaison with the 
Audio-Visual man, told 
New at Kodak.” New 
chrome Il, a magnificent new 
emulsion for all original 35mm 
slides 16mm and 8mm _ ori- 
ginal movies. Unfortunately, the 
film won't duplicate properly yet. 
difficulties in magenta 
contract control not yet 
solved. But this sharp new colo: 
film, in good supply for original 
may offer many advantages 
which will show 


and 


I hese 
and 


are 


use, 
in the future fo 
mass-production duplicated color 
materials 

Kodak has a new Model 350 
16mm projector for television use 
which provides sharper TV pic- 
tures and is said to eliminate 
scratches on film during projec- 
tion 

Mr. Flory 
Carousel 


showed the new 
slide projector which 
automatically shows 80 slides in a 
cartridge; a new Pageant 16mm 
sound projector; and a Viscomat 
16mm film processor, which pro- 
cesses film from “dry to dry” in 
only one minute. The Viscomat 
also 


LeTourneau 


Ralph Fairchild, 


took ictive role in discussions 


Joseph Stenaland, PR supervisor at 
Southern Bell, was an active parti- 


cipant in member report sessions 
will cost about $12,500 and will 
be available probably in April 
1962. 

A new Kodak 16mm _ Reflex 
Special Camera is now on_ the 
market with a host of features de- 
signed to make it competitive with 
other high quality cameras. It will 
be sold direct by Eastman Kodak. 
Many accessories for the camera 
will be manufactured and sold by 
Camera Equipment Company. 

Echo's Role in Communication 


W.L. Ritter, of Bell Telephone 
of Pennsylvania, demonstrated— 
through a model microwave trans- 
mitter and receiver—how the Echo 
satellite will facilitate intercon- 


Shu 
SYSTEM 


Bell’s Ritter demonstrated 
‘What’s in Outer Space for You.” 


Penn. 


tinental telephone and _ television 
traffic. He said that in 20 years 
existing cables will be unable to 


O. Clifford Meadows, Chesapeake & 
Ohio Railroad, who rejoined |IAVA 


meet traffic demands and only a 
system such as Echo will be able 
to do the job. The Bell System 
companies hope that their experi- 
ence and know-how will be put to 
work doing this job. 

Dr. Joseph A. Tucker, Jr., of 
U.S. Industries, Inc., spoke on 
“Industrial Applications of Au- 
tomated Learning Today.” He 
described how automated learning 


Judd Pollock, 
Videotronics, 


president of MPO 
demonstrated his 
company’s new 8mm sound projec- 


tor at sessions in Wilmington 


has been developed, spoke of the 
early work of Crowder and Skin- 
ner and explained where pro- 
grammed learning stands today. 

Equipment demonstrations by 
Bell & Howell — on the new 16- 
mm sound projector, Cinebox— 
the ingenious Italian-Made “juke- 
box” for sound film shorts—and 
Polavision, which makes still 
slides “move”, wound up the 
morning session. 


“How to Shoot Your Boss” 


Luncheon speaker at the con- 
cluding get-together of IAVA 
members was Robert L. Strick- 
land (Lockheed Aircraft) who 
presented his version of “How to 
Shoot Your Boss”. On film, of 
course. This program was devel- 
oped by Robert Scott, former pres- 
ident of the Industry Film Pro- 
ducers Association and prominent 
in West Coast aircraft industry 
audio-visual affairs. 

Both serious and humorous, this 
visual presentation shows the prob- 
lems and mistakes an audio-visual 
man faces in putting his “boss” on 
the screen. Both Mr. Scott and 
Ben Lloyd of Aerospace Corpora- 
tion developed the script and vi- 
suals for this presentation. 


Spring Meeting in Milwaukee 


The National Spring Meeting of 
the organization will be held in 
Milwaukee in May. Richard Pia- 
secki of Allis-Chalmers is program 

chairman for the 1962 meeting. 
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“We can show prospects MORE with movies 
than in a live demonstration” 


Says L. A. DePolis, Vice President in charge of 
Marketing, LeTourneau-Westinghouse Co. 


“We solve two major selling problems with 
Kodak Pageant Projectors like this one. One is 
the problem of showing our equipment, which 
weighs as much as 38 tons, to as many pros- 
pects as possible. The other is the problem of 
making maximum use of every minute spent 
with the prospect. 

“For example, surveys show that the average 
salesman spends only 61 minutes per year with 
each identified buying influence. As our earth- 
moving equipment becomes more and more 
complex, it becomes increasingly important to 


make those minutes count! Instead of our sales- 
man using his time to bring the prospect to the 
machine, or spending a lot of money to bring the 
machine to him, we do the job better with our 
kit of 11 sales films. 

“We had definite reasons for choosing Kodak 
Pageant Projectors to do these jobs for us. First, 
we needed a rugged projector—one that wouldn’t 
break down on an executive after he had taken 
it halfway across the country. We bought Pag- 
eant Projectors because we thought they were 
the most rugged and dependable, yet quiet. We 
wanted a projector that wouldn’t startle a con- 
ference group when it was turned on. 

“Now that we’ve been using our Pageant Pro- 


jectors for a while, we’ve found three big advan- 
tages over any other projector: (1) they’re sim- 
ple and functional in design; (2) easy to set up 
and use—with minimum instruction; (3) a fast, 
foolproof rewind system.” 


Rodak 


W-126-TR 


Your Kodak Audio-Visual Deal- 
er will demonstrate these and 
other Kodak Pageant Projec- 
tor advantages. Or write us 
for Bulletin V3-65, which de- 
scribes the new Kodak Pag- 
eant AV-126-TR, with its all- 
transistorized amplifier for in- 
stant sound start-up and main- 
tenance-free sound system. 


Kodak Pageant Projector ) EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N.Y. 
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TWO OUTSTANDING NEW PICTURES OF THE MONTH 


A Picture Helps Sell Art Appreciation 


“What Is a Painting?” Builds Home Study Seminar Business 


HE Book - OF - THE - MONTH 

Club’s current motion pic- 
ture, What Is A Painting?, dispels 
the idea that “free films are great 
for pubiic relations but you can't 
sell anything with them.” 

What Is A Painting?, just re- 
leased this fall, is starting to pay 
for itself and earn a profit in its 
first few weeks of release. 


Generates Orders for Course 


After just a month of showings 
to adult audiences across the coun- 
try, the film has been seen by 58 
audiences, and has generated a di- 
rect response of five orders for the 
Club’s course in art appreciation, 
Art Seminars in the Home, at over 
$90 per order. 

With distribution (via Modern 
Talking Picture Service) just 
starting to pick up (191 advance 
bookings are now in on a_ second 
month’s schedule for the 50 prints 
on hand), What Is A Painting? 


seems destined for a long and 
fruitful life. 
John Canaday, critic and art 


editor of the New York Times, ex- 


the famed “Mona Lisa” 


plains the principles of art appre- 
ciation in What Is A Painting? In 
color, and running 23 minutes, the 


Below: 16-page brochure is 
viewers of “What Is a 


rides Art 


given 
Painting?” 


Seminar course 


LL 


t 


& Seminars 


i 


> inthe 


Home 


ASSISTED SELF-EDUCATION 


IN THE 


HISTORY 


AND 


APPRECIATION 


OF ART 


UNDER THE SUPERVISION OF 


THE 
METROPOLITAN 
MUSEUM 
OF ART 


film shows such famous works as 
DaVinci’s “Mona Lisa,” Renoir’s 
“Madame Renoir’, Degas’ 
“Woman With Chrysanthemums” 
and Harnett’s “The Old Violin” 

The paintings are discussed in 
detail by Mr. Canaday in an ap- 
praisal to stimulate thought and 
appreciation of these classical 
works. Other subjects studied by 
Mr. Canaday for the benefit of the 
film’s audience include those of 
Mondrian, Braque, Whistler and 
Ingres. 

No Solicitation in the Film 

While showings of What Is A 
Painting? have resulted in impres- 
sive direct sales records, the soli- 
citation to subscribe to the Sem- 


inars is not contained in the film 
itself. The film’s job is to get an 
audience, motivate it, instruct it, 
and inspire it to greater things. But 
the pitch—the highly successful di- 
rect mail letter solicitation for 
which the _  Book-of-the-Month 
Club is famous—goes hand-in- 
glove with the film. It follows 
along immediately after the book- 
ing confirmation, comes again with 
the film for all members of the 
audience, and follows up prompt- 
ly after the showing. 

This approach, dovetailing a 
soft motivational message in the 
film with a strong selling story in 
the written material, makes it 
hard for the art-lover or cultural 
enthusiast to resist. ai 


On Business Tensions & Mental Health 


A Sensitive and Useful New Film for Executives’ Viewing 


Sponsor: Connecticut Mutual 

Life Insurance Company 
TitLe: You Are Not Alone, 29 

min., b/w, produced by Himan 

Brown. 

This is an unusual new film 
about a young executive who goes 
through an emotional disturbance 
brought on by a job setback. It 
tells of Ed Simpson, a young man 
on the way up, who is passed over 
for an important new job assign- 
ment. His self-confidence is shat- 
tered and he becomes depressed, 
moody and irritable. At home he 
is argumentative and feels that his 
wife does not really sympathize 
with him. They fight bitterly. 

At work Ed Simpson is snap- 
pish with his co-workers and un- 
able to function with any effi- 
ciency. Old stomach pains come 
back to plague him and he resorts 
to pills for relief. 

Finally he sees his physician, 
an old family friend, who explains 
that his condition is not organic, 
but a symptom of long-standing 
tension. 

The problem is really an emo- 
tional one,” the doctor tells him. 


Ed’s 
as his problems seem to mount up. 


Below: emotions are at work 


Ed and Margaret warm up to a fam- 


ily argument in this film scene. 


“Emotional problems cause symp- 
toms.” 

As the film ends, Simpson has 
begun to realize that the pursuit of 
success must be tempered with 
self-acceptance of one’s capabili- 
ties and limitations. For the first 
time in years he and his wife 
seem to have an appreciation of 
their love and dependence on each 
other. 

Connecticut Mutual, sponsor of 
the film, is the oldest life insur- 
ance company in Connecticut— 
now in its 115th year. It is a 
monoline company offering indi- 
vidual, ordinary life insurance 
policies only. Why does such a 
company make a film on mental 
health? 

“One obvious reason,” says 
Charles J. Zimmerman, President 
of Connecticut Mutual, “is that 
we have a direct interest, in the 
well-being of our policyholders. 
We are interested in their good 
health, both mental and physical. 

“Beyond this, we believe that 
business must assume its share of 
responsibility for the problems of 


(CONTINUED ON 48) 
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color printing 


M Color Prints printed addi 
with FIBER OPTICS 


(*pat. pending) 


FIBER OPTIC PRINTs— 


By diffused light — Minimize Negative Physical Defects 


FIBER OPTIC prINTs— 


Give uniform FIELD EXPOSURE — No Center Hot Spot or Edge Fall Off 


A Technical Paper on Fiber 
Optics Printing was given on 
May 12, 1961, at the SMPTE 
Convention, Toronto, Canada, 
by A. J. Miller, Vice Pres., Du Art 
Film Labs & Tri Art Color Corp. 


Copies are available on request. — 


TRI 


ART 
COLOR CORPORATION we 


Subsidiary of DU ART FILM LABORATORIES, INC, 
Du Art Film Building © 245 West 55 Street 
New York 19, N. Y. © Plaza 7-4580 


IN CANADA: ASSOCIATED SCREEN INDUSTRIES, Ltd. 2000 Northcliffe Ave., Montreal, Can. 
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Cu 
Senutce 
aud 
Zuality! 


KOSTER FILM 
FACILITIES, inc. 


1017 New Jersey Avenue, S. E. 
WASHINGTON, D. C. 
Phone: Lincoln 4-4410 


a 


Complete Facilities 


For the Producer 


Modern Laboratory 

Spray Processing 

Quality Controls 
Negative-Positive-Reversal 
Color Duplicating 

Recording and Mixing 
Magnetic and Optical Sound 
Direct Electronic Sound Printing 
Editorial Service 


Sound Stage and Studio 


Our Own Custom Building to 
Provide All Services Under 


One Roof... 
Wert “Time “Pry Rosters 
SEND FOR BROCHURE 





A FILM ON MENTAL HEALTH FOR EXECUTIVE VIEWING: 


(CONTINUED FROM PAGE 46) 
society. Mental illness is one very 
serious problem—and one of par- 
ticular interest to businessmen. It 
is estimated conservatively that 
mental illness among employees— 
both on and off the job—may cost 
business as much as $3 billion 
each year.” 

Connecticut Mutual has been 
working on a modest public serv- 
ice program since 1955 in the field 
of mental health. In addition to 
the new film, the company has 
published a series of cartoon book- 
lets dealing in a light way with the 
problems of tension in every day 
living; and mental health forums 
of considerable reputation are 
held for business and industry 
leaders annually. 

Film “Different” in Many Ways 

You Are Not Alone is a dif- 
ferent film in many respects. Di- 
rection and photography are by 
Barry K. Brown, who has placed 
his actors in real offices, real 
homes; lit them with very realistic, 
non-stagey light; and urged them 
to fight with, or love each other 
in a far more realistic mood than 
is usually seen in the business- 
sponsored film. 

As the picture closes, for in- 
stance, Ed and Margaret are in 
bed, talking close together: 
MARGARET: Qh, darling ........ 
ED: You know you mean every- 

thing tome... 

I need you, and I love you... 
MARGARET: / love 

you're my husband and I love 

you and I want you just the way 
vou are... 


you too— 


* a aK 
Here Are Some Other Lines . . . 


It is a different kind of busi- 
ness-sponsored film which will say 
this: 
poctor: There's more to life than 

just a job. This is only a third 
of your life—you’ve got your- 
self, got your family. 
There's recreation—you owe 
this to yourself and your fami- 
ly . Ed, there’s more to life 
than just a job, believe me. And 
in this merry-go-round of life, 
there's than just 
getting the brass ring. 


you've 


more to it 


In addition to the exceptional 
talents of director-photographer 
Barry Brown, other credits go to 
Ellis Gladwin for the script, Court- 
ney Hafela for sound, and Ed 
Crowley and Sada Thompson act- 
ng in the principal parts. 

You Are Not Alone is dis- 
tributed with, or without a six- 
minute trailer, depending on the 


type of audience. The trailer fea- 
tures a statement of company aims 
by Mr. Zimmerman, and remarks 
by two psychiatric consultants to 
Connecticut Mutual. 
Distributed by AF Films 

You Are Not Alone is being 
distributed nationally by Associa- 
tion Films, Inc., 347 Madison 
Avenue, New York. Wg 


The Post-Operative Care 


of Rectal Cancer Patients 


SPONSOR: 
ciety. 
TITLE: Nursing the Cancer Pa- 
tients: Diagnosis, Cancer of the 
Rectum. 18 min, b/w, produced 

by Dynamic Films, Inc. 


American Cancer So- 


One of the most difficult post- 
operative situations to endure fol- 
lows a colostomy. In addition to 
the ordinary problems of recovery 
which may follow any operation, 
a patient who has lost his colon 
and anal sphincter must be pre- 
pared for the difficult mental and 
physical task of living with a sub- 
stitute. 

It isn't “nice” — it is in fact 


completely odious at first — cer- 
tainly to the patient, and perhaps 
to those who must help him on 
the road back to normal life. 

But it can be borne, and it is a 
fact of life for thousands of people 
who manage to live with it suc- 
cessfully. This film has been made 
to encourage nurses to adopt a 
positive, helpful attitude in caring 
for these cancer patients. It drama- 
tizes the difficult times of the 
patient and his family, and shows 
how a helpful nurse can do won- 
ders in preparing them to face up 
to the problem bravely and to live 
with it more comfortably. 

Nursing the Cancer Patient is 
for professional use, only. It was 
prepared under the professional 
supervision of Dr. Rosemary 
Bouchard, Professor of Nursing 
Education, New York University. 
Producer for Dynamic Films was 
Milton Perlman, director — Lewis 
Freedman, and writer — Arnold 
Perl. Le 


* 1 * 


Epitor’s Nore: for adult viewin2, 
the American Cancer Society, 
through its nationwide local chap- 
ters, offers a large library of ex- 
tremely valuable motion pictures 
on cancer prevention and for 
medical reference, also. I 
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GOLDEN MERCURY 





AT THE VENICE FESTIVAL... 





began with a script 
written by 


STANFORD SOBEL 


for Eastman Kodak 


103 Park Avenue - New York City 17, N.Y. -LExington 2-1450 
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Another Fine Product From ACMADE 


AUTOMATIC BUTT 
SPLICER 


Cuts, Splices, Applies 
Magic Mylar Automatically! 


The first prac- 
tical, speedy 
and efficient 
automatic 
splicer and 
perforated ad- 
hesive tape 
(Magic Mylar) 
applicator on 
the market. Now, with no fuss, mess or 
waste, it is possible to splice, repair, 
butt-splice, or strengthen splices on all 
types of film — positive, negative, mag- 
netic—even duPont Cronar or other bases. 


4 


The cutting 

arm, shown in 

operating po- 

sition, is used 

by pressing 

the chrome 

button for cut- 

ting both sides 

of the film si- 

multaneously. The film, of course, has 
been registered on pins in the horizontal 
channel. The cutting. blade is easily re- 
placed when necessary. 


The splicing 
tape is regis- 
tered on pre- 
cision pins 
and held in 
place until au- 
tomatically ap- 
plied to the 
film by swing- 
ing the arm over and pressing the chromed 
button. This action simultaneously cuts the 
adhesive and applied it—in perfect regis- 
ter to the film. 


Model 35 for 35mm, Model 16 for 16mm—*295 


F & B NICKEL 
CADMIUM BATTERIES 


The perfect compan- 
ion for your Arriflex, 
mounted in rugged 
aluminum case, with 
shoulder strap. In- 
destructible, high 
capacity Nickel Cad- 
mium cells provide 
perfect power, abso- 
lutely guaranteed 
for 1 year. 


7v. Battery (6 cells) 
10v. Battery (8 cells) ... 
15v. Battery (12 cells) .... 
Voltmeter attach. (opt) .. 
Ammeter attach. (opt) ..... ‘ 
Miniaturized Charger 29.50 
NEW—15v-742v Battery—can be switched 
for 7¥av or 15v for both 16mm and 35mm 
Arris $155.00 


LOUVAIN & 13233133, UG. 


18183 PRODUCT PARADE 


These are only a few of the hundreds of items in F & B’s huge stock. 


NEW F & B MARK Ill 
FLUID DRIVE TRIPOD 


The day of the 
friction head is 
fast coming to 
an end. More 
cameramen now 
use fluid drive 
heads because 
they meet the 
demand for 
smooth, contin- 
uous, easily- 
controlled ac- 
tion. 


Complete outfit for 16mm cameras, 


35mm Eyemos & Arris, 
139° 


at an amazingly 
low price. 
Includes Tripod, Adapter and Visco-matic 
Fluid Head. With F & B’s usual iron-clad 
guarantee. 


Tripod legs only 

Baby tripod legs only 

Fluid Head only 

Leather & Vinyl case 

Leather & Vinyl case for Baby... 


ACMADE MARK II 


EDITING TABLE 


Makes 
Editing 
Easy! 


*2975 


f.o.b. New York 
v « 


Operation of this simple, ‘efficient editing 
machine can be mastered in minutes. Con- 
tinuous movement provides absolute safety 
for your film. Instant controls and de- 
clutching allows up to 50% increase speed 
and efficiency in editing. Any combination of 
2 or 3, 16mm or 35mm channels, plus mag- 
netic and optical sound available. 


WRITE FOR DETAILED BROCHURE 


68 W. 45th St., New York 36, New York 
Murray Hill 2-2928 
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O'CONNOR Hlacd 
CAMERA HEADS 


a 
£ 
Model C for 
camera up to 
20 Ibs. $275. 
Model 200-A 
for cameras 
up to 200 Ibs. 
$2250 


MODEL 100B 


e Designed for use with 16 and 35mm. 
cameras with a total weight up to 
100 Ibs. 

Heavy duty professional model. 
Weighs 20 pounds. Dimensions: 7” 
high, 7” deep, 11” wide. 

Tilt from minus 75° to plus 75°. 
Camera mounting screw %”-16. 
Equipped with precision bull’s eye 
level. 

Available with Mitchell Standard, 
Mitchell 16, Pro Jr., Auricon and 
O'Connor “Level-head”’ bases. 


WRITE FOR ILLUSTRATED BROCHURE 


BEREREE 
F & B MAGIC 
MYLAR 


Please send me: 
20 ft. rolls — transparent 16mm — 
single perforation (T16S) at $2.20 
66 ft. rolls — transparent 16mm — 
single perforation (T16S) at $6.00 
20 ft. rolls — transparent 16mm — 
double perforation (T16D) at $2.20 
66 ft. rolls — transparent 16mm — 
double perforation (T16D) at $6.00 
20 ft. rolls —transparent 35mm 
(T-35) at $4.04 
66 ft. rolls —transparent 35mm 
(T-35) at $11.00 
66 ft. rolls—white opaque—16mm— 
magnetic film only (0-16) at $6.00 
66 ft. rolls — white opaque — 35mm 
(0-35) at $11.00 
4" splicing tape for magnetic tape 
(S4) at $.57 

SPECIAL INTRODUCTORY KIT: 


1 20’ roll T16 ($2.20) 
1 20’ roll T35 ( 4.04) 
F & B Film 
Repair & Butt 
Splice Block 


A New Splicing and 
Repairing Technique 


(19.95) 


($26.16) 
Special Introductory Kits at only $] 4.50 


Name 
Address 


City 
BERERE ES 




















TO YOUR 
SALES 


TRAINING 
PROGRAM 





SALES TRAINING 


Dartnell’s 
“DIRECTORY 
CF 
SALES 
TRAINING 
FILMS” 
Is Yours . . . FREE! 


Dartnell has carefully developed a library 
of outstanding sales training films that 
demonstrate tested techniques of ad 
vanced salesmanship. As the nucleus of 
your next sales meeting, they can add 
interest and impact as well as profes 
sional sales instruction. To help you select 
the right one for your meeting, we have 
prepared a 16-page illustrated Directory 
with all the facts you need — including 
rental and purchase costs. Send for your 
free copy, now! 


DARTNELL 


1801 LELAND AVENUE + CHICAGO 40, ILLINOIS 


“HEADQUARTERS FOR SALES TRAINING FILMS 


MAIL COUPON TODAY! 


Dartnell Corp. 
1801 Leland Avenue, Chicago 40, IMlinois 


Gentlemen: Please send me a copy of 
D 
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artnell’'s “Directory of Sales Training 
Film e 
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Name Title - 
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Company . 
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§ Address - : 
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TV Bureau of Advertising 


Explains Medium’s Ad Role 

The Television Bureau of Ad- 
vertising is using a 33-minute 
film as an industry sales 
presentation “spectacular”. Called 
The Discontent, it 
analyzes the function of adver- 
tising and particularly television’s 
role in it 

The film has an_ interesting 
origin. In its original form the 
material in the film was an elabor- 
ate, complicated presentation given 
at the annual TvB meeting. The 
intricate 
quired four rear-screen, automatic 
motion pictures two 
high-speed, rear-screen, film strip 
projectors; one carbon-arc motion 


color 


Progress of 


projection system re- 


projectors; 





L-C-D 


wares 


now 


picture front screen projector, 
plus two presidential lecterns and 
two executives from TvB 

Lane-Cole-Dietz Corporation, 
producers of business films, was 
given the job of transforming over 
1,000 visuals from the original 
version into a single, half-hour 
film 

Advertising agencies, 
tisers, and civic groups may obtain 
information about showing The 
Discontent from the 
Television Bureau of Advertising, 
| Rockefeller Plaza, New York 
20. N.Y Wy 


* 


adver- 


Proere ss of 


Role of Land-Grant College 
Told in Iowa State Picture 
Democracy's College produced 
by the film production unit at 
State University for the 
school’s Centennial observance in 
1958, is being shown in the Far 


lowa 


East by the U.S. Information 
Service to foreign students about 
to begin studies in the United 
States 

The film, which portrays the 


history of lowa State and the phi- 
losophy of the Land-Grant system 
of higher used in 
orientation programs for persons 
who will attend colleges in this 
country Vad’ 


education, is 





Vision Associates’ Lee Bobker, Helen Kristt (at left) confer on “design” set 


A Young Bride's “Design for Beauty” 


International Silver Aims Color Picture at Teen-Age Audience 


Sponsor: The International Sil- 


ver Company. 


TitLe: Design for Beauty, 28 1/2 
min, color, produced by Vision 


Associates in association with 
Film Counselors, Inc. 
When a girl starts to think 


about marriage (and she is think- 
ing about it at an ever earlier age), 
she begins to think about the tra- 
ditional accoutrements of the 
blessed state. Silver for her table 
is always an important considera- 
tion. 

The silvermakers are well 
aware of the importance of catch- 
ing the high school girl’s eye and 
ear. Once a new family picks a 
pattern it may well be a good cus- 
tomer for life. This is the under- 


PUTS BIG 


BUHL 


SUPERWIDE 


lying premise of a new film, De- 
sign for Beauty, just being re- 


leased to school and club audi- 
ences (via Association Films, 
Inc.). 


Sterling is the bellwether of the 
silver industry, and on this the 
film concentrates its attention. It 
shows that the making of silver 
objects has been an important art 
since the times of ancient Greece. 
In modern times, such designers 
as Ronald Hayes Pearson — on 
camera have continued the role 
of the artist as a creator of beau- 
ty in use. He shows how a bar of 
silver can be forged and hammer- 
ed into a fork, and how polishing 
brings out the inherent beauty of 
the metal itself. 

Many designers and craftsmen 





PICTURES ON THE SCREEN 
IN ONE-THIRD THE NORMAL 


PHROW 


—— | 


LENS SYSTEM 


replaces your present projector lens 
FOR FILMSTRIPS, 35MM., 2x 2, AND SUB-MINIATURE SLIDES 


Available in 1 
FREE TEST 


silt 3 easel 


OFFER! 
FIL, | BUHL OPTICAL COMPANY 


1010 Beech Avenue °* 


present pro 


2 Foca Length 


WRITE DIRECT! 


Pittsburgh 33, Pa 
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are involved in bringing the pat- 
terns of International Silver to 
life. The film shows both the con- 
ception and production of fine sil- 
ver. Actual manufacturing _ se- 
quences are done without narra- 
tion but with music and effects 
to match the rhythm of industry 
in the plant. 

Several of International Silver’s 
more popular patterns — Swan 
Lake, Prelude, Joan of Arc, Vi- 
sion, etc. — are interpreted on 
screen by ballet dances which 
match the mood and design of 
the pattern. 

Exceptionally good silver-in-use 
scenes wind up the picture. These 
illustrate attractive settings for 
breakfast, lunch, buffets, family 
and formal dinners. 

By now, our young audience of 
soon-to-be-marrieds will be impa- 
tient to start such a gracious life. 
Perhaps everything will not be 
this perfect, but the silver will 
surely go on just as beautiful as 
ever for a lifetime. 

Lee Bobker directed for Vision 
Associates, and Ralph Schoolman 
brought forth the script. National 
distribution centers of Association 
Films will handle group showings. 
Sterling Movies USA is the dis- 
tributor for television. i 

* * * 
Experts Discuss Impact of 
Mass Media in This Picture 

The impact of the mass media 
upon literature, traditional theories 
of education, and on society is the 
topic of a round table discussion 
by four experts in this field. The 
film. The Communication Revo- 
lution, brought together Gilbert 
Seldes, Director of the Annenberg 
School of Communication of the 
University of Pennsylvania; Mar- 
shall McLuhan, University of To- 
ronto; and Edgar Dale and I. 
Keith Tyler of the Ohio State 
University. 

The 17-minute black and white 
film was produced by the Depart- 
ment of Photography, Ohio State 
University in cooperation with the 
Graduate School on the occasion 
of the Third Annual Conference 
on the Humanities. 

Directed by Robert W. Wagner, 
The Communication Revolution is 
intended for students, scholars, and 
research workers in field of audio- 
visual communication. It is avail- 
able from the Motion Picture Di- 
vision, Dept. of Photography, The 
Ohio State University, 1885 Neil 
Avenue, Columbus 10, Ohio. 
FOR MORE ABOUT THE BEST IN 
BUSINESS FILMS READ EVERY 
ISSUE OF BUSINESS SCREEN! 
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magnetic 
transfer 





Experts can work wonders with the force of a Magnetic Field! 
When Colburn Laboratory Engineers transfer your magnetic sound, 
you can count on the best balance for faithful reproduction, 

Our versatile sound facilities are well known throughout 

the 16mm industry for single or multi-channel magnetic transfers to: 
16mm mixed magnetic tracks / 16mm optical printing tracks 

16mm striped prints / *8mm striped prints 


‘ P 
*Quantity 8mm reduct printing, striping, and sound transfer : 
cer e'r vw available Nrite for deta 


GEO. W. COLBURN LABORATORY, Inc. 


164 NORTH WACKER DRIVE / CHICAGO 6, ILLINOIS 


COMPLETE LABORATORY SERVICE FOR 16MM / EDITING / RECORDING / TITLING / RELEASE PRINTING / WORK PRINTING / 35MM SLIDE AND FILMSTRIP SERVICE 

















if you want the IMPACT 
of new ideas we have 


the creative hands to pro- 









duce resounding results 

. in the largest, most 
complete new facilities 
between Detroit and 


New York. 


for 
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MAIL 70. Automated Gift Plan, inc.. 60 Park Avenue, New York 16. N.Y. 
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The Wide World of Sponsored Pictures 


New Public Affairs’ Picture 
to Aid Search for Diabetics 

Diabetics Unknown, a _ new 
16mm sound film made for the 
express purpose of finding the 
million and a half undisclosed dia- 
betics in the country, has been 
released for viewing by club and 
television audiences. It is 22 1/2 
mnutes long and has an extra 
6 1/2 minutes in a filmed discus- 
sion sequence that can be used to 
bring it to the 29 minute length 
preferred by educational TV sta- 
tions. 

Dr. Granville Larimore, chair- 
man of the Committee that super- 
vised the film, said it was only 
by reaching the public through 
mass audience media that the un- 
known diabetics can be found 
“For every known diabetic, there 
is one who doesn’t know it. The 
problem is teaching the people the 
early signs, getting them over their 
apprehensions, and persuading 
them to have a test.” 

First of a Sponsored Series 

The new picture is the first in 
a series sponsored by the Public 
Affairs Committee, Inc. It shows 
the early symptoms, explains the 
disease and its treatment, and 
demonstrates that it is easier for 
a person to know he has diabetes 
and to take care of it than to live 
with it but not knowing he has it 
and suffering the dangerous com- 
plications resulting from its neg- 
lect. 

Moderator for the film is Dr. 
Francis D. W. Lukens, past presi- 
dent of the American Diabetes 
Association, and the cast is docu- 
mentary — people playing their 
own parts. Diabetics tell how they 
found they had the disease, what 
it is, and how they learned to live 
with it. 


How to Obtain This Picture 
The film and an accompanying 
pamphlet having the same title 


e animation 
e slidefilms 
¢ filmographs 


® opticals 





16 West 46th Street 


New York 36, N. Y. 








BRING YOUR PROBLEMS TO US! 


are available through the Public 
Affairs Committee, Inc., 22 E. 
28th St., New York, N.Y. Preview 
prints will be sent on request. A 
print of the film costs $75. 
Diabetics Unknown can also be 
rented from the Committee for 
$7.50, or it may be obtained on 
a free loan basis from most state 
health departments, and from the 
Upjohn Company, Kalamazoo, 
Mich., and its regional offices. & 


American Diabetes Group 
Sponsors Film on Symptoms 

Vision Associates, New York, 
has started production on a new 
quarter-hour public service film 
for The American Diabetes Asso- 
ciation. The picture is designed to 
teach the public how to recognize 
the symptoms of diabetes and to 
demonstrate, through actual case 
histories, that a diabetic can lead a 
vigorous, productive life when he 
knows how to treat the disease 
properly. 

Paul Butler, former Chairman 
of the Democratic Party, and Wil- 
liam Talbert, five times Captain of 
the United States Davis Cup 
Team, will appear in the picture 
to tell their stories. Both are dia- 
betics. 

The film, which will be released 
early in 1962, will be produced by 
Seymour Weissman and directed 
by Lee Bobker. ae 


Kodak Films “Finger Lakes” 
Famed New York Resort Area 
Eastman Kodak Company’s la- 
test informational film, The Finger 
Lakes, depicts the year-round rec- 
reational activities offered at this 
famous New York State resort 
area. Officials of Kodak and rep- 
resentatives of the Finger Lakes 
Association previewed the film on 
November 2nd in Rochester. 
Produced in color and sound, 
the film runs 28 minutes, features 


irv levine 
larry lippman 
chris grodewald 





Circle 5 
7471 
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scenic views of the countryside, 
views of local points of interest, 
and shows highlights of various lo- 
cal events including many sports 
activities. 

The picture was written and di- 
rected by James R. Lee, photo- 
graphed by Raymond L. Cooper, 
and edited by Marjorie Ellis, all of 
Kodak’s informational films divi- 
sion. Interested groups may obtain 
the film on loan by writing to Au- 
dio-Visual Services, Eastman Ko- 
dak Company 343 State, Roches- 
ter 4, N. Y. tt 


“A Rose for You” Pictures 


All-American Rose Winners 


Sponsor: All-America Rose Selec- 
tions 

TitLe: A Rose for You, 14 min., 
color, produced by Don Horter 
Productions. (Portland, Or e- 
gon) 
All-America 


Rose Selections, 


sponsor of this film, is the nation- 
al association of major commer- 





John F. 


American 


Lemon, President of All- 

Rose Selections, _ intro- 
duced his group’s new film at a 
recent New York city preview 


cial rose growers, developers, and 
introducers of new rose varieties. 

As the film shows, AARS is 
dedicated to the improvement of 
newly marketed roses based on 
the performance and _ satisfaction 
they give in the garden. Each year 


the group names the All-America 
Rose winners, the best of the new 
varieties determined after two 
years of growing trials and rigid 
scoring. Candidate plants sub- 
mitted from hybridists the world 
over are grown at 24 testing sta- 
tions pinpointed throughout the 
United States to reflect the widest 
variations of soils and climates. 

Judging is carried out by a pan- 
el of recognized rose horticultur- 
ists applying a uniform system of 
scoring. Over the. years amateur 
gardeners have used these awards 
as a yardstick for new purchases. 
Since 1940, when the first selec- 
tions were made, only 59 roses 
have been singled out for AARS 
honors. 

The 1962 AARS winners are a 
highlight of the film—they are 
Christian Dior, Golden Slippers, 
John §S. Armstrong and King’s 
Ransom. 

A Rose for You is available free 
for group showings from Modern 
Talking Picture Service, 3 East 
54th Street, New York. iy 

* HK 1 
Communists’ Youth Goals 
Are Depicted in College Film 

Communist Accent on Youth is 
the first of a series of Hollywood- 
produced films on the subject, 
“Crisis for Americans” sponsored 
by Pepperdine College of Los An- 
geles. The film depicts the menace 
of International Communism by a 
documentary of Red-incited riots 
in Europe, North and South Amer- 
ica, Asia, and Hungary’s bid for 
freedom. It builds up the case 
against Russian communism by 
the system’s own brutal tactics. 

In contrast are the sincere and 
sober words of concerned Amer- 
icans—an actor, a college vice- 
president, a soldier, and a univer- 
sity professor. 





Inquiries should be directed to 
the Pepperdine College News 
Service, 1121 West 79th street. 
Los Angeles 44, California. Wy 


YOU HAVE A PRODUCT TO SELL! - 


Haverland Service can sell it ! 


We're aiming ; the 


budget-minded-but skillful-productions 


soaring, 


prosperous sixties with 


that have built-in 


Check Our References! 


HAVERLAND INDUSTRIAL-EDUCATIONAL-TV FILMS 


FILM PRODUCTIONS 
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SONOCOLOR SCF 2 


Magnetic Film Striping Machine 


Length 6’2” 


| Width 2/2” 


Height 4/8” 
Weight 830 Ibs. 


SONOCOLOR Patented Striping Unit. . . 
COMPLETE with choice of 6 striping applicators, FOB, N.Y. $8995 




























LEASE TERMS: $900 Down — As Low as $175 Monthly 


Distributed in the United States and Canada Exclusively by S.O.S 


§.0.S. PHOTO-CINE-OPTICS, Inc. formerly s.0.s. CINEMA SUPPLY CORP. 


602 West 52nd St., New York 19 — Plaza: 7-0440 — Telegram: ‘FAX, New York’"’ 


Western Branch: 


6331 


Most Advanced Heavy-Duty 
Production Machine 


Applies magnetic striping to 
ALL standard sizes of mo- 
tion picture film. Processes 
from 1800 to 3000 feet of 
film hourly. Changing over 
from one size film to an- 
other takes less than five 
rninutes. 


The SCF 2 will apply full 
coating, single or multi 
tracks in one operation on 
any film width from 8mm 
to 70mm. Complete uni- 
formity of magnetic coat- 
ing thickness is ensured 
through micrometric adjust- 
ment. Machine can be 
stopped at any stage with- 
out loss of magnetic var- 
nish or sound continuity 


Striping section only, with 
complete applicator assem- 
bly is available to labs for 


$6000 integration into their own 


machine 


Write for brochure 


Hollywood Boulevard, Hollywood 28, Calif.— Phone HO 7-2124 


The “Blue Chips” of American Business read BUSINESS SCREEN 


Thies slide was made from the pew Polaroid 
Film. Wow 


PolaLine Projection 
you can make high contrast slides with sharp clean 


lines like this with a standard Polaroid Land Camera. What's 
more, this new film requires only 10 seconds development time. 
Still available for continuous tone slides are Types 46 and 

46-L transparency films. 


For detailed information about Polaroid Slide Films, send us 


this slide. 





Polaroid Corporation 
Industrial Sales Dept. - Cambridge 39, Macs. 
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AMA Reference Book Scans 
Medical Television Progress 
Keeping up with the multiple 
applications of television in the 
felds of medicine and dentistry, 
the Medical-Dental Television Ref- 
erence published by the American 
Medical Association and the Na- 
tional Naval Medical Center con- 
tinues to expand. An extensive 
1961 supplement has now been 
incorporated into the first edition 
and the complete volume is now 
available from the A.M.A. 
Included in the supplement are 
reports from medical schools con- 
cerning their experiences with new 
television installations and anony 
mous reports from users on 
“What’s Wrong With Television” 
A large section of abstracts from 
articles on medical and dental te! 
evision and special 
the characteristics and cé of 
Vidicon and Image Orthicon tele 
vision tubes have been included 
The Reference has been accept 
ed in the U.S. and abroad as the 
standard reference in the special- 
ized field of medical television 
Copies of the Supplement together 
with the Reference are available 
from the A.M.A., Order Depart- 
ment, 535 N. Dearborn St., Chi- 
cago 10, Ill; price is $3.00. 


* * « 


material on 


Precision Shoe Slidefilm 
Explains Line to Retailers 

A new scientific advance in the 
design of shoes is shown in an 
eight-minute slidefilm en- 
titled Number 26 Shoes. Produced 
for Precision Shoe Company, the 
wudio-visual presentation is being 
used to acquaint retail store owners 
and managers — and the 
eral public—with functional prin- 
ciples incorporated in the sponsor's 
Number 26 shoe line 

Produced by Victor Kayfetz 
Productions, Inc., the slidefilm ex- 
plains the scientific research — 
more than thirty years of medical 
the Myodynamics 
Laboratory at Rochester Univer- 
sity which led to the development 
functional based on 
studies of feet in motion I 
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Modern’s New “Pocket Guide” 
Lists 300 Free Loan 

More than 300 movies avail- 
able on free loan to clubs and 
other adult groups are described 
in the latest edition of The Pock- 
et Guide to Free Films just pub- 
lished by Modern Talking Picture 
Service. 

The films range in content from 
travel and sports to guidance for 
the home craftsmen, fashion re- 


Pictures 


News Along the Film Production Lines 


views and an explanation of the 
stock market. 

Copies of the 32-page catalog 
are available from Modern at 3 
East 54th Street, New York. & 

+ * * 
Four Films Offer Guidance 
on Psychological Testing 

Four new films on psychologi- 
cal testing available on free 
loan to school administrators and 
guidance who wish to 
in-service training. 

Selecting an 


are 


directors 
use them for 
The titles 
ichievement 


are: 
Test, Administrating 

Testing Program, Interpreting 
Test Results, and Using Test Re- 
sults 

The films were prepared by and 
ire available from the Cooperative 
Division, Educational Test- 
ing Service, Princeton, N.J. They 


Test 





are applicable to almost any test- 
ing program. ld 
Effects of Overweight Told 

in “Facets About Figures” 

What are the effects of over- 
weight on general health? Facts 
About Figures provides answers 
by presenting the case history de- 
tails of an overweight man. Using 
art work, stop-motion and live ac- 
tion photography, the film shows 
how weight can be safely and 
comfortably reduced and con- 
trolled. 

This 16mm colors film is avail- 
able for group and community 
showings as well as TV presenta- 
tion. Prints can be obtained from 
the New York State Department 
of Health Film Library, 84 Hol- 
land Ave., Albany 6,N. Y. & 
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BAY STATE FILM PRODUCTIONS, nc. 


BOSTON 


HA 6.8904 


SPRINGFIELD. MASS 
80 BOYLSTON ST P.O. 8 


NEW YORK 
x 129 17 W. 44TH ST 


RE 4.3164 YU 6-2359 


Gardner-Denver Film Shows 
Rotary Air Drill Principles 

Winner of a top award in an 
annual industrial films competi- 
tion was the 20-minute color film 
Principles of Rotary Air Drilling. 
The sound motion picture was 
selected as best in the category of 
sales training films produced with- 
in a company’s photographic de- 
partment. 

Produced by the Gardner-Den- 
ver Company, Quincy, Illinois, the 
film was directed by Clarence 
Einhaus, director of Gardner- 
Denver’s photographic depart- 
ment. Cameraman was Kenneth 
Holm and writer-editor was John 
Blonski. 

Filmed on location at Quincy, 
Dallas, Louisville and Chicago, the 
production features three drilling 
rigs in the Mayhew Company di- 
vision of Gardner-Denver in Dal- 
las. They are the Zephyr, Hurri- 
cane and Tornado rigs that are 
finding increasing usage in the 
mining, quarrying, construction 
and petroleum industries. 

Principles . . . explains the dif- 
ferences between percussion and 
rotary air drilling, showing when 
one or the other is fastest and 
least expensive, with emphasis on 
the newer techniques of rotary 
drilling. Schematic drawings and 
cutaway shots are used to simplify 
technical points. 

The award-winning film is 
available on a free loan basis for 
interested groups and firms by 
writing to the Film Library, Gard- 
ner-Denver Company, Quincy, 
Illinois. bt 


* * ok 


Selection of Marches Added 
to BG Film Musie Library 

A special selection of marches 
has recently been recorded in 
stereophonic sound by H-R Pro- 
ductions, Inc., as an addition to 
their BG-Library of Mood and 
Bridge Music. This supplement has 
been occasioned by an ever in- 
creasing demand for rhythmic and 
fast moving music in the synchro- 
nization of film and TV produc- 
tions. 

The items are not military 
marches featuring wind or brass 
instruments only, but have been 
recorded with a concert orchestra 
consisting of more than 40 men, 
with the string section predominat- 
ing. Each march, which lasts ap- 
proximately three minutes, re- 
flects a different type of occasion 
or mood in motion. 

Listing of these selections is 
available from H-R_ Productions, 
Inc., 17 E. 45th St., New York 
17, N.Y. ig 
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Film’s Leading Role in Fund Campaign SCORE YOUR NEXT FILM WITH 


“A Right to Live” Helps Portland’s United Fund Reach a Goal 


Sponsor: United Good Neigh- 
bors (Portland, Ore.) 

TitLeE: The Right to Live, 15 
min., color, produced by North- 
western Incorporated, Portland, 
Ore. 

The stark agony of an unwed 
young mother bearing a child, the 
inner terror of an alcoholic, the 
beating of a heart exposed to sur- 
gery are not calculated as enter- 
tainment. To many in the audi- 
ence of more than 150,000 at 
1,300 showings in two months, 
these screen portrayals approached 
an excrutiating point; to a few 
they went beyond and faintings re- 
sulted. That such a film would be 
controversial was expected by the 
producer, and they were right. 

Topping An Eight-Year Mark 

The significant thing is that The 
Right to Live seems certain, for 
the first time in eight years, to 
make the United Good Neighbors’ 
fund-raising campaign completely 
successful. This year’s goal to aid 
71 humanitarian services covered 
by UGN in Oregon’s Multnomah, 
Washington and Clackamas Coun- 
ties is $3,316,180. 

Said Robert M. Lindahl, presi- 
dent of the producing organization, 
“The sponsor made the mistake of 

saying ‘Make us a film,’ and then 
going away and leaving us to our 
own devices.” 


Aimed at the Point of Need 


After noting that most Com- 
munity Chest, United Fund and 
similar welfare agency films have 
tended toward inoffensiveness and 
avoidance of any controversy, the 
bold decision was made to attack 
the problem not at the level of 
what the agencies do nearly so 
much as at the point of need, the 
reason for existence of the wel- 
fare groups involved. 

A brief recorded 
the screen dark, 


voice, with 
introduces the 


is filmed moments 
after birth for “A Right to Live’ 
film which opens with startline 
abruptness on the birth scene and 
the title appearing some momen s 
later. Although only eight of the 
71 agencies actually are covered 
in the picture, they were selected 
with care, treated delicately but 
without minimizing the very real 
shock which existed in the actual 
cases on which the scenes were 
based, and the resulting film 
speaks effectively for the entire 
group. 


Newborn child 


Even Critics Help Publicity 

After an initial showing to some 
500 UGN officials, campaign 
workers, community leaders and 
members of the press, there were 
only three audible complaints: — 
two from bankers and one from 
a newspaper columnist who some- 
how got the picture confused with 
a Hollywood theater or TV epic 
— which it isn't, the OREGON 
JOURNAL’S entertainment editor 
noted. The dissenting columnist 
did an effective job of interest- 
building, and other newspaper re- 
ports helped considerably in audi- 
ence-creation. One measurement 
of the success of the project was 
the greatly-enlarged number of in- 
plant showings requested and 
scheduled. Despite the subject 
matter which normally would pre- 
(CONTINUED ON PAGE 60) 
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For Every Type of Production 
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Did you know that comme ercial films winning the 
nearly always use Hi-Q music? They do. And there’s a reason superb 
quality plus the most extensive library, with the plus of famous C apitol 
service. Find out for yourself. Send for demonstration disc. It’s free, 
of course 


most scoring awards 


te 


LIBRARY SERVICES, HOLLYWOOD, CALIF. 


tl 
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For the BEST in A-V Products & Services Look to Business Screen 


OUR EXPERIENCE IS YOUR KEY TO 


SERVICE & DEPENDABILITY 


CAMART CORE 
DISPENSER 


CAMART TIGHTWIND 
ADAPTER 


* The only 
Tightwind 
Adapter 
with a Ball 
bearing 
roller 


Keeps film 
cores handy 
at all times 
Attach to 
work table or 
wall. Easy to 
remove 

easy to fill 


+ Completely 
scratch proof 
+ Chrome 
plated 


All aluminum 
construction 
Adjustable to 
l6mm o1 


Prevents cinch 
ing & abrasions 
* Winds film 
quickly and 
evenly 


s5mm cores 
Sizes 
Lengths) 
$ 9.50 
11.50 
14.50 


CAMART DUAL se EDITOR Model SB-111 


Edit single 
mim of 


* Single unit for 
l6mm & 35mm 
+ Fits any rewind 


$34.95 


F.O.B. New York 





system 16 
Edit 
Magnastripe or 


and double 
35mm optical sound 
single system 
double system magnetic sound. U se 
with any l6mm motion picture 
viewer to obtain perfect lip-syne 
matching of picture to track 
Works from left to right or right 
to left.) 
Dual Editor 
viewer) 
Zeiss Moviscop viewe 
Special Editor-Viewer 
combination 


without 
$195.00 
96.00 


269.50 





Send for New 1961 Catalog 


we CAMERA MART... 


1845 BROADWAY (at 60th St.) NEW YORK 23 - Plaza 7-6977 « Cable: Cameromart 





Russell L. Furse 


Furse Heads Motion Picture 
Department in Brooks Institute 
Out in Santa Barbara, Cali- 
fornia, the Brooks Institute of 
Photography provides much- 
needed training in basic studio 
techniques, helping fill a demand 
among the industry's film, televi- 
sion and specializing shops. A re- 
cent addition to its executive staff 
is Russell L. Furse, one of the co- 
founders of the Academy of Tele- 
vision Arts and Sciences. Mr 
Furse joins Brooks’ staff as Super- 
visor of the Motion Picture De- 
partment Wy 


Three Executives Assume 
New Posts at General Film 
General Film Laboratories has 
announced new _ responsibilities 
for three members of its admini- 
strative staff: 
Robert G has 
carried the title of vice-president, 
business 


Goodwin, who 
becomes 
vice-president. John 
Aikens, who has been controller, 
becomes administrative vice-presi- 
- dent. Stanley Judell moves from 
assistant controller to 
Messrs. W. E. 
president, R. G 
Aikens, and Neal Keehn, vice- 
president, sales, form the com- 
pany’s executive group. I 
* ‘K 
Animation, Inc. 


affairs, now 


executive 


controlle: 
Gephart Jr., 
Goodwin. J 


Appoints 
Styles as Sales Manager 

Hal Styles has been named 
sales manager for Animation, Inc., 
producers of animated television 
commercials. In his new position, 
Styles will coordinate the sales 
activities of the New York, Chi- 
cago, Detroit, and 
offices of the company. 

Styles has a background of ad- 
vertising agency, public relations, 
and publishing experience. He 
founded a weekly magazine de- 
voted to construction activity; 
later he headed his own public 
relations firm. More recently he 
produced weekly TV programs. 


Hollywood 
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NEWS OF STAFF APPOINTMENTS AND A-V INDUSTRY DEVELOPMENTS 


Keitz & Herndon, Dallas, 
Adds Five to Creative Staff 

Keitz & Herndon, Inc., Dallas 
television and industrial film pro- 
ducer, has announced five addi- 
tions to its creative staff. 

The new K & H staffers are: 
Howard Irving Smith, technical 
animator, formerly with Para- 
mount Cartoons and Transfilm, 
Inc., New York; illustrator Donald 
C. Medlin, previously associated 
with Douglas Aircraft Co., El 
Segundo, Cal.; Andrew Frederick 
Wages, Jr., illustrator, back- 
grounds, and special effects, form- 
erly with Rahl Studios, New York; 
Monte Gene Young, animator, 
KCBD-TV and Byrd Adver- 
tising, Lubbock; and Mrs. Mary 
E. Hubbers of Dallas, supervisor 
of the inking and painting dept. & 


Dephoure Studios Announce 
Appointment of D.W. Rideout 

* Joseph Dephoure, president of 
Boston’s Dephoure Studios, Inc., 
has announced the appointment of 


Douglas W. Rideout 
Douglas W. Rideout, Malden, 
Mass., as account executive for the 
New England area and staff pro- 
ducer. He is a Boston U. graduate. 


ever 
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35mm and 16mm 
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Robert Mayberry 


New Positions for Three in 
the Wilding, Inc. TV Division 

Newly-appointed production 
manager in the TV Division of 
Wilding, Inc. is Robert Mayberry, 
former agency producer at Leo 
Burnett, Inc. 

Carl Nelson has been named a 
producer-director and Ralph Davis 
is now editorial supervisor in the 
Division. Both men are veteran 
staffers at Wilding, Inc. ig 

* * K 
Van Praag Appoints Karoff 
Studio Production Manager 
y¢ Daniel Karoff has been ap- 
pointed chief production manager 
of Van Praag Productions. He 
has been in the production busi- 
ness for twelve years, and has been 
with Van Praag for eight. Vy 
* * ok 


It’s 35th Anniversary for 
SVE’s Art Director “Pat” Nash 

Winfield I. “Pat” Nash, art 
director for the Special Produc- 
tions Department, Society for 
Visual Education, Inc., Chicago, 
recently celebrated his 35th an- 
niversary in the filmstrip field. 
Nash’s entire career has been 
spent with SVE. 

Joining the company in 1926 
as an aspiring artist, Nash doubled 
as shipping clerk, errand boy and 
many other general duties. Ac- 
cording to Nash, he is looking 
forward to another 35 years, “if 
I'm strong enough!” \ 

* %* * 
Name Wight Vice-President 
of Westrex Recording Equip. 


The promotion of Ralph W. 
Wight to vice-president of the 
Westrex Recording Equipment 
division of Litton Systems, Inc., 
was announced by executive vice- 
president, George T. Scharffen- 
berger, this month. Wight will con- 
tinue to serve as general manager 
of the division. His career with 
Westrex goes back 32 years and 
began with the former parent 
firm, Western Electric. He began 
his service with the recording 
facility of Westrex in 1936. & 
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C OC’s Master 10-10 Projector 
Tape Sound, 35mm Slides 
Via COC Master Projector 

The convenience of a 35mm 
rear-view slide projector is now 
combined with synchronized sound 
from a tape recorder for conven- 
ient audio-visual presentations. 
The projector is the new COC 
Master 10-10 manufactured by 
COC Industrial. Commentary for 
the slides is recorded on tape plus 
a cueing signal which advances 
the slides by means of a synchron- 
izer. 

The versatile COC Master has 
a 10” by 10” viewing screen with 
extreme wide-angle viewing area. 
When used as a wall projector, it 
will throw a 30” by 40” image at 
six feet. The self-contained rear- 
view projector is suitable for desk 
use in fully lighted rooms. 

The projector can be controlled 
by a built-in push button, by re- 
mote control, an automatic timer, 
and cueing signals from a tape. 
The $129.50 price includes a 15 
ft. extension cord for remote con- 
trol. For additional data and 
nearest dealer sources use request 
Form NP-| Ly 


a * Pa 
New 12 lb. Nomad Mark 2 


Announced by Magnasyne 
Weighing 12 Ibs, a new trans- 
istorized Magnasync recorder /re- 
producer records a 200 mil track 
on split-16 Nomad film. Desig- 
nated the Nomad Mark 2, the 
unit performs to SMPTE  stan- 
dards. The unit runs forward, re- 
verse and rewind. The sound can 
be monitored. It is powered by a 
self-contained rechargable battery 
Below: the new transistorized 12- 
Ib. Nomad recorder/reproducer .. . 
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and a battery charger. Reels have 
a 400 ft. capacity. 

Projector interlocks are avail- 
able and standard Nomad editing 
wccessories can be used. A stereo 
model is also available. Priced 
from $985. For additional data 
and sources use Request Form 
NP-2. ae 

* * * 


New Mark II 8mm Sound 


Projector Due from Vicom 


A self-contained, repeating 8mm 
sound projector is scheduled to 
be marketed early in 1962 by the 
Vicom division of Elgeet Optical 
Company. Designated as the Vi- 
caudio Mark II, the unit’s versatil- 
lity and portability makes it con- 
venient for use in trade shows and 
store displays—or wherever con- 
tinuous film projection is required. 

By use of a transistorized amp- 
lifier, the Mark II’s weight was 
brought down to 18 Ibs. The amp- 
lifier requires no warm-up; it has 
provisions for an external speaker 
or earphones. 

The unit’s 9” by 12” rear pro- 
jection screen is suitable for use in 
fully lighted rooms. The self-re- 
wind mechanism will take films 
up to 15 minutes in length and 


either 16 or 24 frame speeds. (The ’ 


Mark Ila will take a 30-minute 
film.) The motor and moving 
parts are permanent lubrication 
type. The unit can be rented or 
purchased for $425. For additional 
data and sources, use Request 
Form NP-3. Vy 
uu ok fe 
Low-Set Head Featured on 
This New A/O Delineascope 


A low-position projector head 
on a new American Optical Del- 
ineascope gives the audience an 
unobstructed view of the projec- 
tion screen. Called the “Low Sil- 
houette Overhead Delineascope”, 
its compact design makes it of par 
ticular value in rooms with low 
ceilings. 

The operator faces the audience 
at all times. Two fold-out shelves 
on the machine provide him with 
work surfaces. Fast focusing is 
accomplished by a rack and pin- 
ion motion. 

The machine uses a 1000-watt 
lamp which projects 2300 lumens 
to the screen. Transparencies are 


protected by the quiet, efficient, 
cooling system. A tension adjust- 
ment device keeps film taut over 
the platen. Priced at $345. For ad- 
ditional information and supply 
sources, use Request Form NP-4. 
* * * 

Companion Charging Unit 
Serves Dynamax Power Pack 

The Dynamax Power Pack, a 
sintered-plate, nickel cadmium 
storage battery for motion pic- 
ture camera motors, now has a 
companion charging unit. The 
charger will re-energize a com- 
pletely discharged Dynamax Power 
Pack overnight. Voltage and 
amperage meters afford complete 
control over the process. 

The charger works on 115 volts 
AC with, 8, 12, 16 or 24 volt out- 
puts—the choice depending on the 
type of battery. The charger and 
power pack are products of Gor- 
don Enterprises. For additional in- 
formation, Request Form NP-5. 

* a * 
Radiant Perfects Seamless 


70 x 70 Lenticular Screen 


An engineering breakthrough by 
Radiant Manufacturing Corp. has 
made it possible for the projection 
screen manufacturer to produce a 
70° by 70” silver lenticular screen 
without seams. Prior to this the 
problem of embossing lenticular 
patterns on aluminum vinyl kept 
the maximum screen slide at 50” 
by 50”. 

The development makes it pos- 
sible to project an image large 
enough for a big audience. The 
lenticulation surface of the screen 
gives maximum brightness on the 
optical axis and a minimum fall off 
at side viewing angles. For ad- 
ditional data and sources, Request 
Form NP-6. I 

* ok ue 
Offer Hi-Impact Treatment 
for Continuous Run Films 


The problem of binding and 
jamming of continuous projection 
films has been solved by what is 
called “Hi-Impact Treatment 
FCP.” As developed by Peerless 
Film Processing Corp., this new 
treatment eliminates friction by 
holding apart the convolutions of 
the film. 

The film is toughened to with- 


For additional data on new audio-visual items mentioned here, use the 
convenient Request Form provided on page 59; mail to Business Screen 
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stand repeated exposure to heat 
during projection without buck- 
ling and is then treated to make it 
resistant to dirt, scratches, and 
brittleness. For additional data, 
use Request Form NP-7. me 
* * * 

Going 8mm Sound? Consider 
Conti Pro-Reel Attachment 

No rewinding is necessary with 
the new Conti-Pro-Reel (Contin- 
uous Projection Reel) that pro- 
vides continuous projection of 30 
to 300 feet of 8mm film. The 


Above: you can show 8mm films con- 
tinuously with the Conti-Pro-Reel. 


Conti-Pro-Reel fits any 8mm 
projector that accommodates a 
400 ft. reel. Film feeds from inside 
of reeled film and returns to the 
outside. A  micro-switch auto- 
matically stops the projector 
should the film break—making it 
ideal for every type of unattended 
projection. 

The reel, made of durable, high 
impact plastic, is a product of The 
Tee Cee Manufacturing Company. 
Price is $24.95. It is also available 
without micro-switch for $6 95. 
For additional information and 
sources, use Request Form NP-8. 

* * * 
Cases Provide Packaging 
for Your Color Tran Units 

A selection of nine different 
case sizes for ColorTran lighting 
equipment makes it possible for 
the user to have a complete light- 
ing system for local work stored 
and transported in “packaged 
units.” 

The lightweight carrying cases 
are constructed of heavy duty 
fiber, reinforced with wood inside 
and plated hardware, outside. All 
cases have shock absorbent inter- 
iors of contour moulded foam 
material which cradles the equip- 
ment during transit. 

Cases are supplied by the Na- 
tural Lighting Corp., manufac- 
tures of ColorTran lighting equip- 
ment. Prices start at $21. For ad- 
ditional data and sources, Request 
Form NP-9. iy 
(CONT'D ON THE NEXT PAGE) 
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Seund and Heater Barneys 
Reflex 


Sound barneys and heater barn- 


eys are now available for the new 


for Eastman Camera 


Che sound 
barney, it is said, will make the 
camera into a sound unit 
cation work. The barney will covet 
the 400 ft. load camera with a syn- 
chronous The 
white on outside, 
side. 

rhe manufactured 
by Birns & Sawyer Cine Equipment 
Company, are priced at $124.50 
for the sound barney, and $184 for 
the heater barney. For additional 
data and sources, use Request 
Form, NP-10 lal 


Eastman reflex camera 


for lo- 


motor 
the 


Covel is 
green, in- 


“barneys,” 


New Ampex Tape for Closed 
Cireuit Video Recorders 

The Ampex Corporation now 
has a longitudinally-oriented T\ 
recording tape developed specif- 
ically for Ampex’s new VR-8000 
closed-circuit Videotape recorder 
Because the VR-8000 employs a 
single-head, helical-scan record- 
ing technique, it is desirable that 
the oxide particles on the 2-inch 
tape be magnetically 
lengthwise along the tape 

On conventional 2-inch mag- 
netic tape, used with the VR-1000 


series of Videotape recorders, the 


aligned 


oxide particles are aligned 
tically to the direction of tape 
travel. Orientation of the oxide 
particles is accomplished by pass 
ing the tape through a magnetic 
field during manufacture 
data sheets and sources, Request 


Form NP-11 Vad 


* a * 


ver- 


For 


Wilson’s Magnascope Lens 
Enlarges Filmstrip Images 
To show large, clear pictures 
in a short throw with filmstrip 
projectors, the H. Wilson Corpor- 
ation has introduced its Magna- 
scope 1'/,-inch lenses for use with 
most popular makes of filmstrip 


projectors. With a throw of 68,” 


58 


NEWS OF AUDIO-VISUAL EQUIPMENT: 


for example, the width of the pic- 
ture will be 40.” The wide-angle 
lenses are priced from $40 and up. 
For additonal data on lenses and 
sources, Request Form NP-12. 
* ae * 
Pictronics’ Nova Lights in 
Demand Among Film Makers 
Pictronics Corporation’s 
Nova Twin Lights 
considerable interest among 
ern film production people. 


new 
finding 
East- 


are 


Very small and compact, each 
unit weighs but three pounds 
the light and three pounds for 
stand. With each Nova being the 
equivalent of nine kilowatts in 
studio lights, it can be seen that 


for 
the 


an armload of Novas would light 
up a good-sized mob scene. 


Color quality is said to be ex- 


cellent 
grees, 


Kelvin rating is 3450 de- 
with 3200 degrees 
available on request. 
Electrical rating is 10.5 amperes 

115 volts AC. Uy 


* es 


also 


on 


Salesfilms Inc. Develops 
New Hard Finish for Films 

Salesfilms, Inc., Denver, Colo- 
rado, offers a new film treatment 
designed for prints used in con- 
tinuous projection. It’s called the 
‘Slix Treatment.” 

The process, which is applied 
only at the company’s Denver 
plant, puts a hard finish on any 
print, new or old, regardless of 
previous treatment, to give longer 
life as well as an ultra-slick surface 
that is guaranteed not to bind in 
any continuous projector in prope! 


NAIL DOWN YOUR PROFTTS! 


Cameras: 16mm & 35mm—Sound 
(Single or Double System)—Silent 
Hi-Speed 


Lighting: Arcs—I|ncandescents 
Spots—Floods—Dimmers 
Reflectors—All Lighting Accessories 


Generators: Portable—Truck 
Mounted 


Sound Equipment: Magnetic— 
Optical—Mikes—Booms 


Grip Equipment: Para\lels— 
Goboes—Other Grip accessories 


Cranes, Dollies: Crab—Western— 
Portable Panoram 


Lenses: Wide angle—Zoom—Tele- 
photo—Anamorphic 


Editing Equipment: Moviolas 
Viewers—Splicers—Rewinders 


Projection Equipment: |6mm & 
35mm—Sound & Silent—Slide— 
Continuous 


Television: Closed Circuit TV 
Camera Cars: 


*CECO—Trademark of Camera 
Equipment CO. 


Why be equipment-rich, but profits 
poor? If your main concern is mak- 
ing money, investigate full-service 
leasing from CECO. Some of Amer- 
ica’s largest corporations have such 
arrangements with us. Renting your 
cameras, lights, sound recorders and 


GAMERA 
EQuipment (..Inc. 


In Hialeah, Florida 


CAMERAS: LIGHTS 


ACCESSORIES 


accessories puts the problem of 
maintenance where it belongs—in 
the hands of factory-trained experts. 
Your accountant will explain the 
savings of renting versus buying. 
Want to talk about it? Call JUdson 
6-1420. Today! 


Camera Equipment Co., Inc. 
Dept. 


Gentlemen: Please rush me your FREE complete 
catalogue of Rental Equipment. 


Name 
Firm 
Street 
City State 
— a ot ek a oe 


Zone 


$ 14,315 W. 43rd St., N. Y. 36, N. Y. | 


running order. Each print is indi- 
vidually checked before shipment. 

“Slix” prints will not spot or 
streak; the treatment is invisible 
and will last the life of the print or 
until the surface is destroyed by 
oil, grease or softened by water. 
“Slix” was also tested under cli- 
matic conditions ranging from 
high humidity to dry climates. 

Not a liquid or wax, but a treat- 
ment of film surface, the process 
is covered by a written, money- 
back guarantee. Write Salesfilms, 
Inc., 960 S. Birch St., Denver, 
Colo., for informative bro- 
chure. Ga 

* * * 


Brumberger Announces Line 
of Wall and Ceiling Sereens 

Brumberger, of Brooklyn, New 
York, has introduced a new line 
of wall and ceiling screens, call- 
ed the “University” series, es- 
pecially for the audio-visual mar- 
ket. They are said to be con- 
structed to take the punishment 
of heavy daily usage in schools, 
business organizations, etc. 

Model “B” in the Brumberger 
University series is a flame and 
mildew-proof vinyl with a choice 
of beaded or matte white sur- 
face. A spring roller operates the 
screen, and it also has a dust 
seal with slat tips that dove-tail 
into the case to protect shifting 
and tearing of the fabric when 
the screen is not in use. 

Other construction features in- 
clude a fluted black hexagonal 
case, die-cast and caps, alloy die 
castings at all major wear points. 

Brumberger “University” series 
screens are available in all sizes 
from 30 by 40 inches up to twelve 
by twelve feet. a 

* * * 


Frameless 35mm Projector 
*Scrollfilm” Makes a Debut 
Scrollfilm Industries, New York 
city, is demonstrating a new strip- 
film projector which carries a 
frameless, continuous roll of 
35mm film as in a scroll. 
Demonstrated at recent IAVA 
fall meeting in Wilmington, Del., 
the new “Scrollfilm” projector 
offered a versatile performance 
and unique scene arrangement. 


Here’s Scrollfilm Projector 
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Zoomiscope eye-piece in action 
New Zoomiscope Eye-Piece 
for Bach Auricon Cameras 

Bach Auricon, Inc. has a new 
extension view-finder eye-piece 
for the Model 85 and 85 S-EK 
Pan-Cinor zoom lenses used on the 
Auricon camera. 

Called the “Zoomiscope”, this 
extension eye-piece gives the cam- 
era operator eye relief by moving 
his head two inches away from 
the sidedoor of the Auricon cam- 
era without causing distortion. 

Priced to sell at $97.40, Zoom- 
iscope is easily affixed. Check NP 
# 13 for further data if needed. 


Shoulder Pod, Pistol Grip 
Eases Handling of Arri 16's 
An all-metal shoulder stock 
combined with a pistol grip pro- 
vides new support for mobile cam- 
era operation of the Arriflex 16. 
The Shoulder Pod portion is ad- 
justable to suit cameraman’s com 
fort. Contour grip of Arri 16 it- 
self provides right hand grip. Pis 


é 
s.. 


Elements of Arri Shoulder Pod 


tol-Grip section, which incorpor- 
ates trigger mechanism to operate 
camera’s electric switch, is ana- 
tomically shaped for left hand. 
Combination may be used with 
all models of the camera; sells for 
$68. Check NP # 14 below. iy 





A CONVENIENT 

NP # 1: COC Master 
10-10 Tape and Slide Projector 

NP # 2: the 12 lb. Nomad 
Mark 2 Recorder-Reproducer. 

NP # 3: Mark II 8mm Vi- 
caudio Sound Projector. 

NP # 4: Low Silhouette 
Delineascope Projector. 

NP # 5: the Dynamax 
Power Pack Unit. 

NP # 6: Large 
Lenticular Screen data. 

NP # 7: Hi-Impact Treat- 
ment for Continuous Films. 


REQUEST 


Seamless 


ATTACH LETTERHEAD 


& MAIL 


FORM FOR PRODUCT DATA 
NP # 8: Conti Pro-Reel 
Continuous Attachment. 
NP # 9: Carrying 
for ColorTran Lights 
NP # 10: Sound & Heater 
Barneys, for Eastman Reflex. 
NP # 11: Ampex’ longitu- 
dinal video recording tape. 


Cases 


NP # 12: Magnascope en- 
larging projection lenses. 

NP # 13: Zoomiscope eye- 
piece for Auricon cameras. 

NP # 14: Support for mo- 
bile Arri camera _ operation. 
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c/o Business Screen, 7064 Sheridan Road, Chicago 26 
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EDITORIAL and TECHNICAL SERVICES 


FOR BETTER FILMS 


CREATIVE EDITING AND COMPLETE 
PERSONAL SUPERVISION 


JOSEPH JOSEPHSON 
Circle 6-2146 
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musifex inc 


45 w. 45 st., n. y. c. 


COMPLETE 

MUSIC & SOUND EFFECTS 

SERVICE 
¢ BACKGROUND MUSIC SCORING 
e SOUND EFFECTS 


¢ MUSICAL SOUND EFFECTS 
DISCS FOR OUTRIGHT SALE 


e INDUSTRIAL MUSIC LIBRARIES 
FOR LEASE... 


e ORIGINAL SCORES 
e SOUND EFFECTS LIBRARIES 
FOR SALE... 


Musifex talent proven on 
over 4,000 productions. 


FLY - PHONE - WIRE 
- WRITE NOW Sob Velazco 














ci 6-4061 





SPECIALIZED FILM PRESENTATIONS IN 
WIDESCREEN 


CIRCULARSCREEN 
SPHERICALSCREEN 


fields of vision from 150 degrees to 360 degrees for 


¢ SIMULATION 


¢ TRADE SHOWS, 
FAIRS, EXPOSITIONS 


¢ METEOROLOGY 
* ASTRONOMY 


For full information, write or call 


DIMENSION 190 


1750 WESTWOOD BLVD., LOS ANGELES 24, CALIF. 
Telephone: GRanite 9-2606 








NATIONAL DIRECTORY OF VISUAL EDUCATION 


EASTERN STATES 


e MASSACHUSETTS ¢ 


Cinema, Inc., 234 Clarendon 
St., Boston 16. 


e NEW JERSEY e 


Association Films, Inc., Broad 

at Elm, Ridgefield, N. J. 
e NEW YORK e 

Association Films, Inc., 
Madison, New York 17. 

Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo 2, N. Y. 

Crawford, Immig and Landis, 
Inc., 480 Lexington Avenue, 
New York 17, New York. 

The Jam Handy Organization, 
1775 Broadway, New York 
19. 

National Cinema Service, 71 
Dey Street, New York 7, 
WO 2-6049. 

S. 0. S. Photo-Cine Optics, Inc., 
602 W. 52nd St., New York 
19. 

Training Films, Inc., 150 West 
54th St., New York 19. 

Visual Sciences, 599BS Suffern. 

United World Films, Inc., 1445 
Park Ave., NY 29, TR 6-5200 

® PENNSYLVANIA e 

Appel Visual Service, Inc., 963 

Liberty Avenue, Pittsburgh 
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Audio-Visual Equipment Rent- 
al Service, International 
Film Center, Sales and Re- 
pairs, 1906 Market St., Phila- 
delphia 3, LOcust 3-7949. 

Oscar H. Hirt, Inc., 41 N. 11th 
St., Philadelphia 7, WAlnut 
38-0650. 

James Lett Company, 221 N. 
Second  St.., 
CEdar 3-5651. 

J. P. Lilley & Son, 928 N. 3rd 
St., Harrisburg. 

The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 
0143. 


e WEST VIRGINIA e 
B. S. Simpson, 818 Virginia St., 
W., Charleston 2, Dickens 
6-6731. 


SOUTHERN STATES 


e GEORGIA e 


Colonial Films, 71 Walton St., 
N. W., JA 5-5378, Atlanta. 


Harrisburg, 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT. FILMS AND PROJECTION 


United World Films, Inc., 287 
Techwood Dr., NW., Atlanta. 


e LOUISIANA e 


Stanley 
1117 
dria. 

Delta Visual Service, Inc., 715 
Girod St., New Orleans 12. 
Phone: JA 5-9061. 


Projection Company, 
Bolton Ave., Alexan- 


e MARYLAND e 


Stark-Films (Since 1920), 
Howard and Centre Sts., 
3altimore 1. LE. 9-3391. 


e TENNESSEE e 
Southern Visual Films, 
Shrine Bldg., Memphis. 
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MIDWESTERN STATES 


e ILLINOIS e 


Robt. H. Redfield, Inc., 1020 
So. Wabash Ave., Chicago 5. 

Association Films, Ine., 561 
Hillgrove, LaGrange, Illinois. 

Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 

The Jam Handy Organization, 
230 N. Michigan Ave., Chi- 
cago. 

Midwest Visual Equipment Co., 
3518 W. Devon Ave., or 27 N. 
Franklin St., Chicago. 

United World Films, Inc., 542 
S. Dearborn St., Chicago 5 


e MICHIGAN e 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
Zone 11. 


e MISSOURI e 


Swank’s, Inc., 621 N. Skinker 
Blvd., St. Louis 30, Mo. 


e OHIO e 
Academy Film Service, Inc., 
2100 Payne Ave., Cleveland 
14, 


Films Unlimited Productions, 
137 Park Ave., W., Mansfield. 


LIST SERVICES HERE 


Qualified audio-visual dealers are 
listed in this Directory at $1.00 per 
line per issue on annual basis only. 


DEALERS 


Fryan Film Service, 815 Su- 
perior Avenue, Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Twyman Films, Inc., 329 Salem 
Ave., Dayton. 

M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


WESTERN STATES 


e CALIFORNIA e 
LOS ANGELES AREA 

Coast Visual Education Co., 
5620 Hollywood Blvd., Holly- 
wood 28. 

The Jam Handy Organization, 
1402 N. Ridgewood Place, 
Hollywood 28. 

Photo & Sound Company, 5515 
Sunset Blvd., Hollywood 28. 

Ralke Company, Inc. 
Audio-Visual Center 
849 N. Highland Ave. HO 4- 
1148, Los Angeles 38, Calif. 

S. 0. S. Photo-Cine Optics, Inc. 
6331 Hollywood Blvd., Holly- 
wood 28. 

Spindler & Sauppe, 2201 Bever- 
ly Blvd., Los Angeles 57. 

United World Films, Inc., 6610 
Melrose Ave., Los Angeles 36 

SAN FRANCISCO AREA 

Association Films, Ine., 799 
Stevenson St., San Francisco. 

Photo & Sound Company, 116 
Natoma St., San Francisco 5. 

Westcoast Films, 255 Minna, 
San Francisco 3. 

e COLORADO e 

Cromars’ (formerly Audio- 


Visual Center) 28 E. 9th 
Ave. Denver 3. 


Davis Audio-Visual, Inc. 
2149 S. Grape St., Denver 22. 
e OREGON e¢ 


Moore’s Motion Picture Serv- 
ice, 1201 S. W. Morrison, 
Portland 5, Oregon. 


United World Films, Inc. 5023 
NE Sandy Blvd., Portland 13 


e TEXAS e 


Association Films, Inc., 1108 
Jackson Street, Dallas 2. 


United World Films, Inc., 
2227 Brvan St., Dallas 1 
e UTAH e 


Deseret Book Company, Box 
958, Salt Lake City 10. 


Mary, an unwed mother, receives 
counsel at the White Shield Home. 


“THE RIGHT TO LIVE” 
(CONTINUED FROM PAGE 55) 
vent its going on the air, the film 
was also telecast on KOIN-TV. 

Entered in the 1961 Interna- 
tional Film Festival in New York, 
The Right to Live was selected for 
the award for best direction in the 
industrial film category. Sheldon 
Goldstein was executive producer. 
William H. Sturdevant was writer- 
director, production manager, and 
with Chris Christenson was a 
cameraman. Alfred Montalvo ed- 
ited the film, and Robert Lindahl 
provided the musical arrangement 
and recording. 

The Portland cast included 
Graham Archer, veteran radio-TV 
man, in an effective portrayal of 
a drunken father. Professional ac- 
tor Frank Kinkaid was realistic as 
an alcoholic. Carol Erlandson, as 
the unwed mother, was a find; 
her first theatrical venture was 
thoroughly professional. lt 


For |6émm. Film — 400° to 2000° Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only 
original 
Fiberbilt 

Cases 
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THE BERLIN PICTURE: 


(CONTINUED FROM PAGE THIRTY-FIVE) 
harder nor enjoyed anything more since the 
end of the war. I must needs proceed with 
rapidity to keep pace with my younger asso- 
ciates. And as we labor in the agony of our self- 
criticism and the perfection of our tasks, there 
is little doubt among us that this is truly the 
age of the “New Zeal.” 

Let me take a circumstance that concerns 
us all — Berlin. Let’s call it a living public 
relations laboratory of how the Berlin story 
was deliberated and then disseminated for all 
the world to see. 

All Media Turned to the Simple Truth 

It was August 13th when Krushchev’s 
vicious vivisection began. I arrived in Berlin 
that Saturday night four hours before it all 
commenced. I was “privileged”, if that be the 
right word, to witness the barbarous brutality 
of a way of life that clanged shut its Iron 
Curtain on its own people. It was a moving 
story. It was a story well worth the telling. 

This is how we told it. 

Ne began with priorities. 

Films, radio, television and newsreels, press 
and periodicals, exhibits, pamphlets, libraries 
and lecture programs all turned their im- 
mediate collective efforts to the Berlin theme. 
We spread the news of what occurred. The 
theme was a simple one. We simply told the 
truth. 

We said there was no “Berlin crisis,” only 
1 “Khrushchev crisis”, stampeded and started 
in Moscow. We told how the danger to Free 








The 
best 
picture 
for 
your 
budget 
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Berlin was a danger to free peoples every- 
where. It was and is but one erupted blister 
on the face of Communism’s vaulting world- 
wide ambition. We prefer negotiations to fight- 
ing, but we and our Allies have given a 
solemn commitment to Free Berlin. We intend, 
even at high cost, to keep Free Berlin free. 
Three Documentaries for World Radio 
The Voice of America, now on the air over 
100 hours every day in 36 languages, con- 
centrated on Berlin new coverage, commen- 
taries and features. We did a one hour docu- 
mentary, Berlin, 1961, a three-part series, 
The Manufactured Crisis, and another seven- 


part series, The Berlin Story. These were 
placed worldwide on local stations. 

President Kennedy’s July 25 Berlin speech 
and his September 25 UN address went round 
the world live in English, and was re-broadcast 
at peak listening times in 35 other languages. 
Total estimated audience for each broadcast — 
over 20 million. 

How U.S. Utilized the Film Medium 

In motion pictures, we filmed the President’s 
two addresses, and today upwards of 900 prints 
of each of them are circulating in 95 countries. 

A 20-minute documentary, Journey Across 
Berlin, was released world-wide in 30 langu- 
ages. Bolivia’s biggest newspaper called it “a 
sensational documentary.” Rome’s television 
showed it to 5,000,000 viewers. Rio reported 
1,400 theaters across the country carrying 
it, called for 15 additional prints, said “the 
demand is fantastic.” The 2,000 seat Buyuk 
theater in Ankara held over the film 10 days 
despite customary changes of feature films in 
half that time. 

Another documentary, Promise to History, 
was seen by 70,000 in Turkey and caused a 
box office rush in Monrovia, Liberia. Day of 
Denial depicted the August 13 border closing 
in Berlin and went to 1,200 theaters in Brazil, 
another 1,000 in Argentina. We filmed the 
Vice President’s visit and the arrival in Berlin 
of U.S. troops; it went to 80 theaters in 
Ceylon for an audience of 350 to 400,000 
people. 

Ask Those Who Know, a 20-minute docu- 
mentary on worldwide refugees from Commu- 
nism pegged to Berlin; Hour of Challenge, an 
adaption with illustrative visuals of the Presi- 
dent’s UN address-these too joined our im- 
pressive distribution list to show the demonical 
demeanor of Communism. 

In television, we utilized these films and 
made other products for the TV medium itself. 
Anatomy of Aggression was a half-hour docu- 
(CONCLUDED ON NEXT PAGE SIXTY-TWO) 








NOW! 
ENTIRELY 


ELIMINATED 
“BUNDIA 


NEWTON- RINGS, those optical gremlins 
that thwart all efforts at color-perfect slide 
projection, can now be a thing of the past. 
LINDIA’S Swiss made “NEWLO” glass, with 
special etched surface, completely eliminates 
this disturbing rainbow phenomenon. By pro- 
viding for the free flow of air between film 
and protective glass, etched surfaces prevent 
all moisture condensation . . . VOILA — NO 
NEWTON-RINGS! 

Precision ground to closest tolerances, for a 
perfectly snug fit every time, precleaned 
“NEWLO” glass saves you many precious hours 
of labor. And “NEWLO” glass is extra-thin and 
colorless, for maximum transparency brilliance 
and true color rendition. 

Ask for “NEWLO” glass the next time you buy 
LINDIAS—the inimitable Swiss Snap-in mounts: 
SIMPLER — JUST INSERT AND LOCK . 
SWIFTER—5 SECONDS TO MOUNT A SLIDE 
SAFER — FoR a PROTECTION! 


ox of 20 Box of 100 
w/“NEWLO” pes: $2.95 $13.95 
w/regular glass $2.55 $11.95 


© }kar! heitz 





See your local dealer or 
write for free brechure 
BSL-11 Enciose dime 
(10¢) for sample mount 
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TRAIN 
TELL 
SELL 


KOOLITE MODEL 7000 
Coolest, brightest, quietest 
overhead projector you can 
buy. Send for facts! 

Write 


BU HL | toda 


BUHL OPTICAL CO. 


1040 Beech Ave 


Pittsburgh 33, Pa. 
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THE FILM DOCTORS: 


Specialists in the Science of 
FILM REJUVENATION 
FOR 16 MM AND 35 MM 
RAPIDWELD Process includes treatment for: 
« Dirt e Abrasions 
e Scratch Removal « “Rain” 
8MM SERVICES NOW AVAILABLE. 


Send for free Brochure, py 
“FACTS ON FILM CARE", 
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37-02 27 ST.,L. 1. C. 1, N.Y. 
STitiwell 6-4600- Est. 1940 














THE BERLIN PICTURE: 


(CONTINUED FROM THE PRECEDING PAGE) 


mentary linking Communist pressure in Berlin 
to Communist aggression worldwide. It went 
to 67 posts in 51 countries. Focus: Berlin, 
Barbed Wire World was another filmed T\ 
effort that went to 54 posts in 38 countries. 

Nevs clips and features have repeatedly 
been placed in the popular monthly African 
film magazine, Today — a show hitting 30 
countries and an estimated annual audience 
of 30 million. Berlin portions went into the 
Latin American weekly television program, 
Panorama Panamericano, going to 38 cities 
in 16 countries at peak viewing time to over 


12 million people 


90 USIS Offices in Five World Areas 

Our press and wire service has been filing 
heavy coverage — features, hard news, side- 
bars, commentaries, backgrounders — for 
placement in local newspapers and magazines 
by overseas posts — 90 key USIS offices in 
the five major world areas. 

The President’s Berlin speeches had such 
rapid translation and transmission that several 
dozen leading newspapers, from Montevideo 
to Manila, were able to carry the texts in full, 
and hundreds of others carried extensive ex- 
tracts, summaries, and highlights. 

Visuals and Cartoons Go to Periodicals 

Our 65 overseas periodicals have regularly 
carried illustrated articles on Berlin; their ag- 
gregate circulation runs to nearly 3 million. 
We also boast the world’s widest read cartoon 
continuity strip, and cartoon panels told the 
Berlin story for over 100 million readers of 
1,246 newspapers in 56 countries. 

We prepared an illustrated packet of 15 
background articles on the postwar history of 
Berlin, the human aspects of refugees and Com- 
munist oppression. Posts reported very heavy 
local usage. 

With posts around the world we have done 
much cross-reporting. Editorials, interviews, 
and eyewitness accounts by Asian, African, 
and Latin American visitors to Berlin are cross- 
reported from one continent to another in 
support of the U.S. position. 

Picture Coverage for Overseas Windows 

USIA Information Centers — 261 of them 
in 80 countries — have mounted special 
window displays, photos, charts, and texts on 
Berlin. They sponsored lectures, seminars, and 
forums on Berlin, and featured books and 
magazine articles on the subject in their 
libraries. 

We pitched in with the Berlin city govern- 
ment to help bring more than 750 journalists 
from 80 countries to see for themselves the 
Ulbricht wall. A special Berlin photo pam- 
phlet, in large size magazine format with dra- 
matic photographs, is getting worldwide dis- 
tribution in over 3 million copies in 11 
languages. 

As you can see, we have been indeed busy 
with a steady drumfire. One cannot revoke 
the past, but one can continue escalating the 
price the Soviets must pay for their action. 
We will continue the drumfire. 4 





COMPCO 


professional quality reels and cans 


are preferred by... 


CORONET 
FILMS 


WORLD'S LARGEST PRODUCER 
OF EDUCATIONAL FiLms 


Only Compco offers “a new dimension in 
quality” recognized and accepted by leaders 
in the movie making industry. Compco’s su- 
periority is attributed to a new, major 
advance in film reel construction—result - 
ing in truly professional reels that run 
truer. smoother, providing lifetime protec- 
tion to valuable film. Compco reels and 
cans are finished in a scratch-resistant_ 
baked-on enamel, and are available in all 
16 mm. sizes—400 ft. thru 2300 ft. For details 
and prices write to: 


COMPCO corporation 


1800 N. Spaulding Ave.. Chicago 47, tii 











America’s +1 
PRODUCTION STILLS 
e 


COMMERCIAL VIEW 


Delivers Salon Quality results 
with Field Camera flexibility 
Choice of Backs, Film size, for 
every assignment. Choice of 
complete outfits listed in FREE 

148 pg. Catalog! 

Write B & J—Creators of America's 
finest Photographic Tools Since 1897 





~ Burke & James, inc. “ 
32) $ WABASH, CHICAGO 6G, ILL. 





Address: BSM-11-61 @ Burke & James 





WANTED TO BUY FOR CASH 
16MM AND 35MM CAMERAS 
AND ACCESSORIES 
MITCHELL—BELL & HOWELL STANDARD 
AND EYEMO—ARRIFLEX—MAURER—ALSO 
LABORATORY, EDITING AND 
LIGHTING EQUIPMENT 


CAMERA EQUIPMENT CO., INC. 
315 WEST 43RD STREET 
NEW YORK 36, N.Y. 
CABLE—CINEQUIP 
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MOVIOLA 


CRAB DOLLY 


BEST IN CAMERA MOBILITY 


Moviola Crab Dolly is the mobile plat- 
form for motion picture or TV cameras 
that can be precisely positioned with 
more speed and facility, and with 
greater accuracy than any other cam 
era support. Creative 

people of the 

industry support 

these claims and 

recognize that 

production values 

are greatly enhanced 

~ by the Moviola 

=\ Crab Dolly 
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Write for illustrated brochure 


Moviola 


MANUFACTURING CO 


1451 GORDON STREET « Dept8S 
HOLLYWOOD, CALIFORNIA e« HO 7-3178 




















CONTINUOUS 
PROJECTION... 


on single movie reel ! 


Now get uninterrupted viewing . . . pro- 
jection of 30 to 300 feet of film with 
simultaneous rewind on same reel. 
Amazing new CONTI-PRO-REEL oper- 
ates continuously, unattended. Micro 
switch stops entire operation if film 
breaks. Ideal for instruction and edu- 
cational film projection, convention, 
show or window display, home movies. 
Made of durable high-impact plastic and 
aluminum. Fits any 8 mm 400 ft. pro- 
jector. Complete reel with switch, only 
$24.95 prepaid. 
The TEE CEE Mfg. Co., Dept. B 
7545 Kirtley Drive, Cincinnati 36, Ohio 
Pat. Pending 
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THE EDITORIAL VIEWPOINT: 


(CONTINUED FROM PAGE FOURTEEN) 


ing Fiberglas for the sound slide-film Selling 
on Purpose, deemed an 
film for salesmen.” 

And Honorable Mention was given to 
Smith & Loveless’ motion picture on Sewage 
Treatment, produced by Calvin Productions, 
Inc. It was cited as doing “a good merchandis- 
ing job on a ‘hard product to merchandise, 
which could be shown as a public service to 
such groups as buyers on a tract, PTA’s, and 
local government boards.” 


“excellent training 


WORLD MARKETS IN THE JET 


(CONTINUED FROM 


AGE: 
PAGE THIRTY-NINE) 
swers and the kind of individualized assistance 
that is the basis for highly 
selling.. 

By a frank admission that air cargo is not 
the answer to all distribution problems . . . that 
each company and each shipment presents 
specialized problems requiring selective use of 
air cargo as part of overall distribution pro- 
grams .. . the film captures the personalized 
quality that is an essential feature of air cargo 
transport. a 


professionalized 


STATEMENT REQUIRED BY THE ACT OF AUGUST 24, 
1912, AS AMENDED BY THE ACTS OF MARCH 3, 1933, 
JULY 2, 1946, AND JUNE 11, 1960 (74 STAT. 208) SHOW- 
ING THE OWNERSHIP, MANAGEMENT AND CIRCULA- 
TION OF Screen Magazine, published eight time 
annually at Illinois, for October 1, 1961 

1. The names and addresses of the publisher, editor n 
izing editor and business managers are 

Publisher: O. H. Coelln, Jr 7064 Sheridan Road, Chicago 
26, Hlinois 
he owner is If owned by a corporation, its name 
nd address must be stated and also immediately thereunder 
the names and addresses of stockholders owning or holding 
1 percent or more of total amount of stock 
Screen Magazines, Inc 7064 Sheridan Road 
Illinois; O. H. Coelln, Jr 7064 Sheridan Road. Chicago 26 
Illinois; Robert Seymour Jr Box 398 Southhampton Nev 
York; Mr. and Mrs. Dale D. McCutcheon and Catherin 
Baker, Evanston, Illinois 

3. The known bondholders, mortgagees, and other security 
holders owning or holding 1 percent or more of total amount 
of bonds, mortgages, or other securities are None 

4. Paragraphs 2 and include, in cases where the 
holder or holder appears upon the books of 
trustee or in any other fiduciary relation 


Business 


Chicago 


Business 
Chicago 26 


security 
company as 
name of the person or corporation for whom such  trustec 
is acting; also the statements in the two paragraphs show 
the affiant’s full knowledge and belief as to the circumstances 
and conditions under which stockholders and security holders 
who do not appear upon the books of the company as trustees 
hold stock ana securities in a capacity other than that of a 
bona fide owner 

». The 
publication sold or distributed 


Ww ise to 


average number of copies of each issue 
through the mails or 
paid subscribers during the 12 months preceding 
the date shown above was: 7,13 
O. H. Coelln, Jr 
Publisher 
Sworn to and subscribed before me this 3rd day of October 
1961. 
George Worling 
Notary Public 
My commission expires May 8, 1963 
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Planning an audio-visual 
program? Take advan- 
tage of DuKane’s expe- 
rience in this field... 
advice on sound slidefilm 
production plus booklets 
on recording standards 
is yours for the asking. 
DuKane offers a com- 
plete line of top-quality 
sound slidefilm projec- 
tors in a type to meet 
the exact requirements 
of your audio-visual 
program. 


for complete information 
write to... 


CORPORATION 
3046 N. 11th « ST. CHARLES, ILL. 
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Saves Films Saves Time! 


MODEL “U” INSPECT-O-FILM 
MEETS TODAY’S FILM NEEDS 


ss ee eeeee 


Here's the ultimate in 

time and cash-saving in- 

spection, handling and 

film cleaning! Model ‘‘U' 

offers these special features; positive 
operating speed control; large 546 sq. 
in. work surface; silicone and anti-static 
treated cleaning tapes; triple-jewel film 
defect indicator. Handles prints faster, 
better! Your choice of 7 types! 

Write today or call us collect! 


BABB PPPS EEEESEE EERE EERE SEED 


Write for Free Catalog 


THE HARWALD co. 


1248 Chicago Ave., Evanston, lil. 
Phone: Davis 8-7070 
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dustries, Inc., for the past ten 
years, has purchased IdentiColor 
Laboratory, and will operate it 
from its new location at 7401 Mel- 
Ave., Hollywood. 
IdentiColor for the 


EXECUTIVE NOTES: 


“Skip” Creaser Acquires the 
IdentiColor Lab in Hollywood 

D. B. “Skip” Creaser, associ- 
ated with Consolidated Film In- 


rose 
past six 


years has been engaged in the pro- | 


duction of film strip masters, film- 
strip color printing and slide du- 
plicating. The company has high 
speed automatic slide mounting 
machines and the only 12-frame 
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film strip printer on the West 
Coast. 

Merle Ewell, who was in charge 
of the company under previous 
ownership, has been retained as 
photographic director. ha 

cS * * 
Schultz Leaves J-W-T Agency 
to Join Lawrence Productions 

Phil Schultz, creative director 
of the J. Walter Thompson tele- 
vision workshop in New York, has 
joined Robert Lawrence Produc- 
tions, New York. 

For the past seven years, Mr. 
Schultz has been producer, direc- 
tor and cameraman at the JWT 
television workshop where he has 
helped to create, develop and ex- 
periment with hundreds of com- 
mercials for film and video tape. 

At RLP, in addition to assum- 
ing staff responsibility as a direc- 
tor-cameraman, he will supervise 
an experimental workshop to con- 
tinue developing new techniques 
for commercials. Ue 


* * ok 


Henry Gregg in Executive Post 
at Lancey, Ehlinger & Moore 

Henry Gregg has joined Lan- 
cey, Ehlinger and Moore, Inc., 
Philadelphia sales promotion or- 
ganization, as vice-president and 
creative director. He had been di- 
rector of the film division of Mel 
Richman, Inc., for the past four 
years and is well known in the 
Philadelphia and New York areas 
for his work on color photography 
and audio-visual techniques. 

Erna Knoedler, former film di- 
vision secretary-coordinator at Mel 
Richman, also has moved to the 
Lancey staff. Va 

* cd * 
Bates to Head Copy and Sales 
Training for the Chartmakers 

David Bates has joined the 
staff of Salesmakers, sales promo- 
tion and sales training division of 
The Chartmakers, Inc., as copy 
chief and director of the sales 
training department. Edward A. 
Linker, president of the firm, made 
the announcement. 

Previously, Mr. Bates was a 
vice-president at Training Films, 
Inc., and was merchandising man- 
ager of THE WALL STREET JourR- 
NAL. R 

* * * 
New Offices in Hollywood for 
Animation Equipment Corp. 

Animation Equipment Corp., 
New Rochelle, N. Y., recently an- 
nounced the opening of a new 
sales and service office for Ox- 
berry film equipment at 7445-1/8 
Sunset Blvd., Hollywood. Robert 
W. Troy is resident manager. 
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MOVIELAB FILM LABORATORIES 
MOVIELAB BUILDING, 619 W. 54th ST 
NEW YORK 19, N.Y. JUDSON 6-0360 
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printing « Ektachrome developing and printing ¢ registration printing * plus complete black and 
white facilities including cutting rooms, storage rooms and the finest screening facilities in the east. 











NEW YORK 
JUdson 2-4060 


HOLLYWOOD 
HOllywood 3-2321 
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Motion Pictures lidefilm Training Assistance 


DETROIT PITTSBURGH CHICAGO 
TRinity 5-2450 ZEnith 0143 STate 2-6757 

















